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CHAPTER I

THE PROBLEM

The problems consumers experience stem in large measure from the
increasing complexity of the American economy.

They have fostered

an environment conducive to the development of programs in consumer
education.

As a nationally recognized consumer educator, Jelley

(1976) stated, "Because the public has accepted consumerism, the
climate for consumer education in the schools— at all levels— has
never been more favorable" (p. 173).

Recognizing public support for

consumer education, several groups of persons have sought to expand
consumer education programs in Michigan.

For example, Act No. 89 of

1974 instructed the Michigan Board of Education to "develop and make
available to districts a recommended curriculum guide including
recommended materials for use in schools for teaching consumer eco
nomics as a separate course or as parts of other courses."

The pre

scribed "curriculum guide including recommended materials" which came
to be known as the Michigan Consumer Economic Education Guidelines
was approved by the Michigan Board of Education on April 3, 1979.

At

the time of this writing, the Adhoc Committee on Consumer Education
(1977) has developed and is distributing a booklet describing those
consumer skills which are considered as essential for students to
have mastered prior to graduation from high school.

Although it

failed to gather enough support for ratification, Michigan House
Bill No. 4403 as introduced in March 1977 proposed to establish a

1
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compulsory consumer education course for Michigan high schools.
Events such as these are indicative that consumer education is
receiving a great deal of attention in Michigan.

In fact, a recent

president of the Consumer Educators of Michigan has aptly stated,
"Consumer education is on the move in Michigan!" (Thelen, 1978).
Despite the apparent statewide movement to increase public instruc
tion of consumer education, information about the pre-service
training of consumer education teachers is scarce.

Statement of the Problem

The problem investigated in the study was:

How much emphasis is

placed upon selected aspects of consumer education content by pro
fessors who prepare secondary consumer education teachers at Michigan
colleges and universities?

The first of several subproblems was de

rived from a prior study (Rennebohm, 1971) of consumer education
teacher preparation in which Rennebohm (1971) studied opinions con
cerning the importance of teaching certain consumer issues in con
sumer education courses.

The first subproblem selected for investi

gation in this study was to determine the emphasis placed upon the
following general categories of consumer education content:

(1) di

rect influence of industry, (2) advertising and promotion, (3) in
structional procedures, (4) assistance to the consumer, (5) legis
lation, and (6) consumer protection.

A second subproblem of the

study was to determine if the emphasis of selected aspects of con
sumer education content varied among the Michigan institutions that
prepare consumer education teachers.

A third subproblem of the study
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3
was to determine the degree of relationship between departmental
affiliation of business education or home economics and emphasis
placed upon consumer education content.

Purpose of the Study

The purpose of the study was to provide information that might
serve as a basis for making decisions related to the content of pro
grams that prepare consumer education teachers.

For instance, the

information could be used by college professors who prepare teachers
of consumer education as they make decisions regarding content empha
sis.

The information could be used by people who conduct in-service

programs for consumer education teachers as they plan content enrich
ment for consumer education teachers.

The information could be used

by legislators as they consider the teacher preparation aspect of a
possible law to establish compulsory consumer education in Michigan.
This study was designed to provide more information about the pre
service training of Michigan consumer education teachers.

Need for the Study

Every person is a consumer.

Furthermore, the constantly

evolving political, economic, social, and technological influences
of the American economy have greatly complicated the problems of
the American consumer.

Characterizing consumer problems as a matter

of national attention, the noted consumer affairs author, Sidney
Margolius (1978) specified that:
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The high costs of food and auto insurance; high borrowing
costs; repair and service complaints; the growing problem
of landlord-tenant relations; hazardous appliances; flam
mable fabrics; and many other problems including even the
nutritional value of breakfast cereals all have been under
scrutiny.
(p. 53)
Problems similar to those described by Margolius were used to
determine how well American consumers function.

The National Assess

ment of Educational Progress as reported by Miller (1978), the
nationwide study on Adult Functional Competency as reported by
Garman (1978), and a nationwide survey for Sentry Insurance as
reported by the Consumer Federation of America (1977) have identified
serious functional deficiencies among American consumers.

The find

ings of these studies have fostered an environment that has encour
aged the development of public school sponsored consumer education
programs.

In fact, the major survey conducted by Louis Harris and

Associates for Sentry Insurance reported that 92% of a representa
tive national cross-section of 1510 adults favored a compulsory
course in consumer affairs for all high school students (1977, p. 75).
Langrehr and Mason (1977) traced the upsurge of interest in con
sumer education to a 1962 presidential declaration.

The current con

sumer education movement began, according to Langrehr and Mason
(1977), when President John F. Kennedy sent a message to Congress in
1962 that proclaimed the rights of consumers.

Since Kennedy's

declaration of the Consumer Bill of Rights, each successive President
has maintained a strong interest in consumer education.

Having re

ceived this national endorsement from the various Presidents since
1962, consumer education has gained much attention as an educational
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program that attempts to develop the day-to-day economic competen
cies of American citizens.
Since 1967, eight states have passed legislative mandates for a
compulsory high school consumer education course (Knauer, 1978).
However, a number of reports and research studies have identified a
problem with the development of adequate programs to prepare consumer
education teachers.

For instance, a former Director of the U.S.

Office of Consumer Affairs, Knauer (1978), wrote:
Whether consumer education courses are mandated or not,
there remains the problem of teacher training. This problem
is highlighted by a statewide survey of public school
teachers conducted by the Indiana Project for Consumer and
Economic Education. According to the findings of that
study, 67 percent of the teachers surveyed had not taken any
course dealing with consumer education. At the same time,
the study found that 50 percent had not taken any course
in economics.
These and other facts presented elsewhere are extremely
disturbing to me because they clearly demonstrate that we
are not providing people with the consumer education skills
they need nor the trained personnel to teach these skills.
(p. 27)
Another study conducted on this topic by English (1974) reported that:
A survey of 273 consumer education teachers in Illinois
indicated that these particular consumer education teachers
did not feel they had an adequate background for teaching
consumer education.
(p. 204)
A study entitled, "A National Assessment of the Consumer Edu
cation Literacy of Prospective Teachers From All Academic Disciplines,"
(Garman, 1977) stated the following:
Since many states require that consumer education be incor
porated into the elementary and secondary curriculum, it
seems that prospective teachers may very well be required
to teach a subject in which they do not possess a high level
of cognitive understanding and do not have much academic
preparation,
(p. 38)
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Presenting a paper at the annual conference of the American Council
on Consumer Interests at Chicago on April 21, 1978, Davis (1978) sub
mitted:
Since the publication of this report (Uhl, 1972) several
states now require consumer education and a number of
others encourage the teaching of consumer education. Yet,
to date little specific preparation has been required for
teachers who teach this subject.
(p. 1)
In view of the preceding statement concerning inadequate pre-service
training programs and since little is known about the pre-service
training of Michigan consumer education teachers, it seems reason
able to investigate this aspect of consumer education in Michigan.
Investigating the subproblem of emphasis placed upon the six
general categories of consumer education content was an aspect of
the Rennebohm (1971) study.

Just as consumer issues were cate

gorized by Rennebohm (1971), content statements were categorized in
the present study.

The purpose of the categorization was to estab

lish a basis for making generalizations about the 49 content state
ments .
The second subproblem of determining if the emphasis of selected
aspects of consumer education content varied among the institutions
that prepare consumer education teachers was derived from an asser
tion in an earlier study (Green, 1978).

In this study, Green (1978)

reported an insufficient number of collegiate curriculums and college
courses to prepare consumer education teachers.

Consequently, the

present work studied whether the content emphasis varied among
institutions to reflect institutional sufficiency or insufficiency
of curricular offerings.
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The third subproblem of investigating the correlation of depart
mental affiliation with an opinion or perception about some aspect
of consumer education was derived from a number of previous studies:
(English, 1971; Quinn, 1976; Green, 1978; Burton, 1970; Davis, 1973;
Swope, 1976; and Rennebohm, 1971).

Although the departmental affili

ation variable may have assumed a different combination of subject
matter disciplines, the business education and home economics groups
were almost always included as they were in the present study.

Definition of Terms

The following terms were defined to minimize semantic confusion
throughout the study:
Consumer education— According to Willett (1978), "Consumer edu
cation is the process which arms an individual with the knowledge
and self-confidence needed to spend and conserve available resources
with an eye toward individual satisfaction, marketplace efficiency,
and the public good" (p. 10).

As such, the content of a consumer

education course according to Alexander (1978) included the following
topics:

(1) the operation of a private enterprise economy; (2) basic

economic principles; (3) consumer decision-making; (4) personal
finance; and (5) consumer rights and responsibilities.
Pre-service training— According to Page et al. (1977) pre
service training was a "Term used in teacher education for the
education and training provided at a university or college of educa
tion to prepare a student for a career in teaching.

The term is
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used particularly to distinguish such education and training from
in-service training" (p. 271).

Delimitations of the Study

The delimitations of the study were as follows:
(1) The study was restricted to the consumer related content
of pre-service consumer education teacher programs at colleges and
universities in Michigan.

As a result, the study ignored other

variables such as the in-service or post-graduate education aspects
of teacher training experience in consumer education.
(2) The study was restricted to describing the consumer related
content of programs for prospective consumer education teachers
pursuing secondary teaching certificates in Michigan.
(3) The study did not attempt to evaluate the effectiveness of
any pre-service consumer education teacher training program.
(4) The study was restricted to describing current practices
of preparing prospective consumer education teachers and, therefore,
described the nature of current practices, ignoring the topic of
what current practices should be.

Limitations of the Study

The recognized limitations of the study were as follows:
(1) The data collected for this study were based solely on
questionnaires.
(2) The data collected for this study were based solely on the
perception of the population defined for this study.

Therefore, the
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results of the present study reflect individual as well as group
perceptions.

Summary of the Problem

This chapter began by noting the increasing interest in consumer
education in Michigan and the consequent need for trained teachers
of consumer education.

The problem of the study involved the empha

sis placed upon selected aspects of consumer education teachers in
Michigan.
tified.

After defining the problem, three subproblems were iden
These pertain to:

(1) emphasis of general categories of

consumer education content, (2) emphasis variations among institu
tions, and (3) correlation of departmental affiliation with emphasis
placed upon content statements.

The purpose of the study was to pro

vide information concerning the pre-service training of Michigan
consumer education teachers.

Presenting a rationale for this

endeavor, the need for the study was the next item addressed.

To

minimize semantic confusion throughout the study, the two pivotal
terms, consumer education and pre-service training, were defined.
Next, the delimitations of the study were identified to indicate the
deliberate restrictions of the study.

Finally, the limitations of

the study were described to acknowledge those aspects of the research
design which could inherently affect the outcome of the study.
A review of the related literature is described in the suc
ceeding chapter.

As such, this review depicts (1) the development

of consumer education,

(2) the dominant subject matter discipline
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associated with consumer education, and (3) related studies in
consumer education.
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CHAPTER II

REVIEW OF RELATED LITERATURE

Introduction

The problem of the study was:

How much emphasis is placed upon

selected aspects of consumer education content by professors who
prepare consumer education teachers at Michigan colleges and univer
sities?

The purpose of the study was to provide information about

the pre-service training of Michigan consumer education teachers.
To gather information related to the problem and purpose of the
study, the literature was reviewed.

The most important aspects of

this review are presented in this chapter.
The information from the literature review is presented in
three categories.

The first category of information is related to

the development of consumer education.

The second category of in

formation is related to the dominant subject matter disciplines
associated with consumer education.

The third category of informa

tion is related to studies about consumer education which pertained
to the adequacy of consumer education teacher preparation or the
relationship between business education and home economics groups.

The Development of Consumer Education

The development of consumer education is examined and reviewed
in the following section to construct an historical perspective for

11
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the present study.

Inasmuch as the historical development of con

sumer education followed a chronological pattern, several authors,
notably Langrehr and Mason (1977, p. 65), Hardwick (1966, p. 12),
and Tonne (1966, p. 92) ideologically traced the beginning of con
sumer education to an Adam Smith statement asserting that the pur
pose of a capitalist economy was to produce goods and services that
consumers need.

The early years:

1900-1920

In a more pragmatic vein, Burton (1970) specified that "Con
sumer education as we know it today had its first beginning in the
American schools at the turn of the twentieth century as part of the
home economics curriculum" (p. 17).

Burton (1970, p. 18) and Langrehr

and Mason (1977, pp. 65-66) suggested that an early and important
consumer education event occurred when two papers on consumer educa
tion were presented at the 1909 American Home Economics Conference
at Lake Placid, New York.

The growth years:

1920-1940

The next significant development in consumer education according
to Langrehr and Mason (1977, p. 65) was the publication of Hazel
Kyrk's A Theory of Consumption which delineated several economic
perspectives concerning the consumer.

In fact, Uhl et a l . (1972,

p 14) referred to Kyrk’s book as one of "the most fruitful products"
of the 1920s.

Likewise Henry Harap's 1924 book entitled Education

of the Consumer was a major publication in consumer education.
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Rennebohm (1971, p. 16), Burton (1970, p. 19), Langrehr and Mason
(1977, p. 65), Uhl et al. (1972, p. 14), English (1971, p. 24), and
Chandler (1974, p. 146) all noted the contribution of the consumer
education pioneer, Henry Harap.
Another leading development in the 1920s was the 1927 publi
cation of Chase and Schlink's Your Money's Worth (Burton, 1972, p. 19)
and (Tonne, 1966, p. 92).

Rennebohm (1971) noted the significance

of the book by stating, "In 1929, mainly as a result of this book,
Consumers' Research, Inc. was formed to perform testing work on a
large scale" (p. 16).
(1977)

In the following passage, Langrehr and Mason

described the impact of the Industrial Revolution upon

Americans living in the 1920s:
The shock waves of this revolution permeated the total
fabric of society. One area greatly affected was the
choice of the "best" product among those being offered.
Prior to this time, most goods for consumption were homeproduced or obtained from local artisans. However, with
the coming of mass production, fewer goods were made in
the home or local community. Individuals and families
increasingly relied on the organized marketplace to supply
their needs for goods and services. Consumers were not
prepared for this transition.
(p. 66)
It is suggested in the preceding passage that the Industrial Revolu
tion caused Americans to change their consumption habits and in
creased the need for consumer education.

One major economic event

of the 1930s also had a positive effect on consumer education.
Chandler (1974) wrote, "It was the Great Depression of the 1930's
which gave consumer education the push that it needed" (p. 146).
Explaining the impact of the Great Depression upon consumer educa
tion, Langrehr and Mason (1977) stated:
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People had experienced a sudden deflation in wages and
prices; they wanted to maintain their previous level of
living, or at least attain the highest level possible
given their lower incomes. To accomplish this, it became
imperative for consumers to develop more knowledge of the
goods available in the market and price-quality relation
ships.
(p. 146)
From this premise it was not difficult to understand why Rennebohm
(1971) proclaimed "the Depression gave new immediacy to consumer
education" (p. 18).
In other developments in the 1930s Uhl et a l . (1972) submitted
that "The first high school text in consumer education, written by
business educators, appeared in 1933" (p. 14).

Authors A. B.

ZuTavern and A. E. Bullock entitled their book Business Principles
Everyone Should Know.

Rennebohm (1971) described another significant

event in the development of consumer education when she stated,
"Under the direction of Colston Warne since its founding in 1936,
Consumers Union became a leading progressive voice in consumer
education as well as the larger movement" (p. 24).

Two years later

(1938), the Institute of Consumer Education was established.

In

addition to English (1971, p. 37) and Burton (1970, p. 20), Uhl et
al. (1972) described this milestone in the following manner:
In 1938 the Institute of Consumer Education was estab
lished at Stephens College in Missouri. Financed by the
Sloan Foundation, the Institute conducted three national
conferences on consumer education in 1939, 1940 and 1941.
In addition to publishing the proceedings of these con
ferences, the Institute issued a consumer education news
letter and stimulated research in consumer education.
(pp. 16-17)
The interest in consumer education soon began to decline.
Burton (1970) revealed that "In 1942, the Sloan Foundation withdrew
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its support and the Institute for Consumer Education was discon
tinued" (p. 20).

Writing about the apparent decline in consumer

education about the time of World War II, Rennebohm (1971) made an
important observation about the development of consumer education
when she wrote:
Perhaps the most active department in working for its
share of consumer education was business education. The
dominance of the business department is also reflected
in the fact that most of the early textbooks were written
by leaders in the field of commercial education. (p. 20)
In fact, Uhl et

a l . (1972) stated that one such leader in the field

of commercial (business) education at that time was Herbert Tonne.
They noted "the

pre-war thrust in consumer education was capped by

Herbert Tonne's

Consumer Education in the Schools" (p.

17).

In

short, the 1920s and 1930s were a significant period in the develop
ment of consumer education.

However, as the 1940s approached, the

interest in consumer education dwindled.

The waning years:

1940-1960

Burton (1970, pp. 23-24) noted that during the 1940s the premier
works were two consumer education studies; one conducted by the
National Association of Secondary School Principals (NASSP) which
was financed through funds from the National Better Business Bureau
and the other was a doctoral thesis entitled "Curricular Practices
in Consumer Education," 1945, conducted by Ray G. Price.

Burton

(1970, p. 23) considered the NASSP study significant as it sought to
define the purpose of consumer education.

Likewise, Uhl et al.

(1972, p. 18), English (1971, p. 37), and Langrehr and Mason (1977,
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p. 67) made reference to the impact of this NASSP study which lasted
from 1942-1948.

The other premier consumer education study of the

1940s as previously noted by Burton (1970) was the Price study.

Re

garding the study, Burton (1970) stated, "Price attempted to deter
mine trends with respect to objectives, content, learning activities
and teaching methods, and to evaluate procedures on the high school
and college level" (pp. 23-24).

Aside from the NASSP and Price

studies, the interest in consumer education during the 1940s remained
minimal.

As Rennebohm asserted, "By the time the second World War

was half over, consumer education had come full circle" (p. 36).
Despite the lull of the 1940s, several events of the 1950s had
an enduring impact upon the development of consumer education.
first incident was the Life Adjustment Education movement.

The

Chandler

(1974) described the situation as such, "The Life Adjustment Educa
tion movement of the late Forties and early Fifties provided a much
needed rationale for the education of the consumer" (p. 147).

Another

notable occurrence in the 1950s was the 1953 formation of the Council
of Consumer Information; later to be renamed the American Council
on Consumer Interests (ACCI).

Rennebohm (1971) noted that the ACCI

"was formed by a group of consumer educators to encourage fact
finding on consumer problems and the dissemination of consumer
information" (p. 27).
Although the Life Adjustment Education movement and the forma
tion of ACCI were significant events in the development of consumer
education in the 1950s, Burton (1970) observed that the number of
articles written about consumer education as an indication of interest
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in the field was diminishing.

For instance, Burton (1970) wrote,

"The Business Education Index had seventy-nine listings under the
heading of Consumer Education in 1943, while in 1953 there were only
sixteen, and in 1957 only five" (p. 25).
In addition to the low number of references to consumer educa
tion in the 1957 Business Education Index, 1957 was a dark year for
consumer education for it was the year the Russian space vehicle,
Sputnik, obtained earth orbit.

Recording the impact of this event,

Rennebohm (1971) remarked, "Consumer education and other life adjust
ment courses in the secondary schools suffered setbacks when increased
emphasis was given to the basic disciplines after the Sputnik in
late 1957" (p. 27).
(1977)

Adding a similar sentiment, Langrehr and Mason

stated, "In 1957, the Russians launched the first orbiting

space vehicle and consumer education was left behind in the rush for
the hard subjects of the sciences" (p. 68).

As history revealed,

this setback served only to postpone the development of consumer
education.

In brief, consumer education had its ups and downs

during the 1950s, yet judging by the Sputnik effect, it was more
down than up.

The renaissance years:

1960s - late 1970s

The first major development for consumer education in the 1960s
was President Kennedy's "Special Message on Protecting the Consumer
Interest" delivered before Congress on November 15, 1962.

This

speech was often referred to as the "Consumer Bill of Rights" for
Kennedy outlined four basic rights of consumers:

(1) the right to
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be informed, (2) the right to be heard, (3) the right to choose, and
(4) the right to safety.

Langrehr and Mason (1977) accord special

significance to the presidential address because it was "the first
message on consumer interests ever to be sent by a United States
President" (p. 68).

Likewise English (1971, p. 37), Burton (1970,

p. 25), Rennebohm (1971, p. 28), and Uhl et a l . (1972, pp. 20-21)
acclaimed the impact of this Presidential proclamation.

Moreover,

it should be noted that each successive President through Jimmy
Carter has supported consumer education.

In addition to the Kennedy

address, another decisive consumer education development was Presi
dent Johnson's 1964 appointment of Esther Peterson to a newly created
White House post, the Special Assistant for Consumer Affairs
(Rennebohm, 1971, p. 29).

In essence, this appointment represented

the federal government's recognition of the importance of consumer
education.
In other arenas too, there were indications that consumer
education was blossoming.

Burton (1970) noted that:

The National Association of Secondary School Principals
again exhibited their concern for the fate of consumer
education when, in 1967, that association devoted an issue
of their bulletin to "Consumer Education:
Its New Look".
(p. 27)
Also noteworthy in 1967, Illinois became the first state to pass a
statute requiring compulsory consumer education (Knauer, 1978, p. 27).
As further evidence of the growth of consumer education in the 1960s,
Burton (1970) offered this statement:
During the 1960's the Joint Council on Economic Education
(JCEE) recognized the importance of consumer education.
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Together with other interest groups, JCEE formed the
National Commission on Economics and the Consumer.
(p. 26)
Uhl et al. (1972) identified another indication of increased interest
in consumer education; the growth of the American Council on Consumer
Interests (ACCI).

They stated:

Following the rapid growth, the Council began publishing
the Journal of Consumer Affairs in 1967, and in 1969 the
Council members approved the publication of the Consumer
Education Forum, a newsletter directed specifically to
consumer educators.
(p. 19)
The significance of the Journal of Consumer Affairs and the Consumer
Education Forum was that consumer educators were provided a national
clearinghouse for consumer education information.

In addition,

Burton (1970, p. 28) and Rennebohm (1971, p. 28) noted the initiation
of the Journal of Consumer Affairs and the Consumer Education Forum,
Just one year after the first publication of the Journal of Con
sumer Affairs in 1967, the next significant consumer education event
occurred.

Johnston (1973) noted this event when he wrote:

This surge of activity in consumer education has been
greatly assisted by the availability of federal funds,
particularly those allocated to local educational agencies
under Part F of the 1968 Vocational Education Amendments.
These funds have placed home economics educators in a
position of responsibility in the development and expansion
of this facet of the curriculum.
(p. 34)
Reflecting upon the events of the 1960s, Rennebohm (1971)
reported:
During this era (mid-sixties), a new surge of interest in
consumer education occurred. Educators and the public both
came to recognize that consumer education was an important
and useful subject for all students, college-bound and
vocational, and boys and girls alike.
(p. 28)
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Calling this period "the second appearance of consumer education"
Langrehr and Mason (1977, p. 68) suggested that consumer education
began to flourish in the 1960s for the same reason that it flour
ished in the 1930s:

the economic realities of declining levels of

living with prices rising faster than wages.

At any rate, there was

little argument that consumer education prospered in the 1960s.
Consumer education has continued to thrive in the 1970s.

As

such, a number of authors have identified several circumstances that
enhanced the climate for consumer education.

Roth (1978, p. 30)

mentioned the Education Amendment of 1972 (P.L. 92-318) which pro
vided federal funds for consumer education projects.

Roth (1978)

reported that "Two years later the legislation was amended to estab
lish an Office of Consumers' Education within the Office of Education
as part of the Special Projects Act" (p. 30).

Speaking at the 1978

American Council on Consumer Interests (ACCI) annual conference in
Chicago, Dustin Wilson (1978, p. 92) Director of the Office of Con
sumers' Education (OCE), stated that during the first three years
of soliciting applications for consumer education grants, the OCE
received 2,250 grant applications requesting $160,000,000.

Putting

this into perspective, Roth (1978) submitted that "for fiscal year
1977, the second year of the program's operation, $3.1 million was
awarded for contracts and grants" (p. 30).

If fund requests were

any indication of interest in consumer education, then substantial
interest existed.

To phrase this contention another way, Johnston

(1973) declared that "Today, it is not only acceptable for educators
to be concerned with consumer education, it is quite fashionable"
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(p. 34).

Reflecting an overall economic perspective, Langrehr and

Mason (1977) contended that:
Strong interest in consumer education has extended into
the mid-1970's as consumers seek to adjust to high infla
tion, high unemployment, material shortages and an in
creasingly technical society.
(p. 69)
Adding to the economic push for consumer education, Bonnice (1976)
reported the following 1975 declaration made by President Ford:
In the last decade, the Buyer's Bill of Rights has become
a way of life in our country. These rights include infor
mation, choice, safety, and the right to have complaints
satisfactorily resolved.
The time has now come to recognize a fifth right— one
without which consumers cannot gain the full benefit of
the other four. This is the right to consumer education.
(p. 29)
Interpreting this event, Bonnice (1976) stated, "Consumer educators
throughout the country will rejoice now that their unique and vital
contribution to the educational process has received recognition
from the President" (p. 29).
As another indication of the growing interest and commitment to
programs of consumer education, Knauer (1978, pp. 26-27) reported
that the following states had adopted statutes calling for compul
sory consumer education:

Illinois, Oregon, Florida, Hawaii, Arizona,

Nevada, Ohio, and Rhode Island.

As of this writing, one of the

latest developments in consumer education was a three booklet series
entitled "Perspectives on Consumer Education," developed by the
National Association of State Boards of Education under the director
ship of Robert Alexander (1978).

The comment that seems to reflect

current thought about consumer education at the time of this writing
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was stated by Peterson (1978):
more than a right . . .

"Today, consumer education has become

it has become an essential part of everyone's

education" (p. iii).
By reviewing references to consumer education in the literature,
the highlights of the development of consumer education have been
reported for the period beginning near 1900 until the time of this
writing in the late 1970s.

It is significant to note that the inter

est in consumer education programs has been cyclical.

The highest

levels of interest in consumer education programs occurred during
the 1930s and again during the period from the early 1960s until the
time of this writing in the late 1970s.

The interest in consumer

education programs was greatly influenced by political, economic,
and technological events such as the Industrial Revolution, the Great
Depression, World War II, the 1957 Russian Sputnik, President
Kennedy's 1962 Declaration of the Consumer Bill of Rights, and more
recently by a high rate of inflation.

Finally, it is significant to

note that the development of consumer education was most often asso
ciated with the two subject matter disciplines of business education
and home economics.

This first category of the review of related

literature was concerned with the development of consumer education.
The next category of information was related to the dominant subject
matter disciplines associated with consumer education.

The Dominant Subject Matter Disciplines
Associated With Consumer Education

The literature related to consumer education reflects references
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to different subject matter disciplines.

By far, the subject matter

disciplines most often associated with consumer education were busi
ness education and home economics.

This contention was noted as a

significant aspect of the development of consumer education.

The

literature related to consumer education also had references stating
that consumer education should be taught exclusively by either busi
ness education or by home economics teachers.

This difference of

opinion concerning who should teach consumer education was referred
to as the debate over placement of consumer education in either the
business education or the home economics curriculum.

This category

of information described the debate concerning curricular placement
of consumer education.
Business education and home economics were the two subject
matter disciplines most often associated with consumer education.
Describing when business education and home economics became asso
ciated with consumer education, Burton (1970) noted, "home economics
dealt with consumer education early in the century, business edu
cation did not enter this field until the 1930's" (p. 35).

According

to this excerpt, it was apparent that business educators did not
initiate an interest in consumer education until the 1930s.

Daughtrey

(1967, p. 46) substantiated the fact that business educators began
instruction in consumer education in the early 1930s.

Although

business educators entered the field at a later date, they were quick
to make their presence known.

For instance, Burton (1970) main

tained that "the earliest reported study attempting to determine
which departments were responsible for teaching consumer education
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was performed by Koos (a business educator) in 1934" (p. 30).

It was

noted earlier that the first consumer education text for high school
usage was written by two business educators in 1933.

The result of

the enthusiasm by business educators was evidenced in the following
statement by Harap (1938):

"At the secondary level the business

department offers consumer courses most often, although it is closely
pressed by home economics and social studies" (pp. 577-578).
In a span of a few years, the subject matter discipline most
associated with consumer education had changed from home economics
to business education.

By the 1940s, the literature revealed several

strongly biased statements about placing consumer education within
the business education curriculum.

Dame (1944) contended that "Thus

far, the greatest awareness for the need for such a course seems to
be on the part of the commerce or business teachers" (p. 384).

Ex

pressing a similar view, Turille (1946) added, "The business educa
tion program is admirably suited to consumer education especially in
the field of business and financial management" (p. 18).
As a result of the declining interest in consumer education
during the 1950s, literary references concerning the placement of
consumer education within subject-matter disciplines diminished.
However, during the early 1960s, the number of references began to
reappear as exemplified by the following passage from Bymers (1963):
"Home economics is uniquely able to accept responsibility in this
wide field, for consumer education isn't something new to the field"
(p. 330).

Moreover, Bymers (1963, p. 330) urged home economics per

sonnel to assume the leadership role in the development of consumer
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education programs.

Speaking as a business educator, Daughtrey

(1965) expressed a contrasting view when she wrote, "There is no
quarrel intended here about who should teach it; but since it is
widely taught by business teachers throughout the country, it is
considered here as one of the basic business courses" (p. 472).

In

succeeding references, Daughtrey (1967, pp. 46, 54) described the
significant contribution to consumer education that can be made by
business educators.
(1967)

Also writing in 1967, Nolan, Hayden and Malsbary

left little doubt about their views concerning the placement

of consumer education in the following passage:
Since business educators were among the first to show an
interest in consumer economics, and because the subject
is far more often taken by business students than by other
students in high school, the belief has grown that con
sumer economics is a business subject and should be taught
by a business teacher.
(p. 180)
Realizing that this rivalry for placement of consumer education could
be counterproductive, Tonne (1966) wrote:
There is a need for coordination among the education dis
ciplines concerned with consumer education. It is naive
for us to assume that consumer education is an interest
vested solely in business education.
On the other hand, it must be recognized that without
the participation of business education there will be a
serious gap in education provisions for wise consumer
education.
(p. 93)
In essence, Tonne (1966) was expressing a view that would become
a highly discussed consumer education issue during the 1970s.

How

ever, proponents of an interdisciplinary approach to consumer edu
cation were dealt a serious blow in 1968 when Part F of the 1968
Amendments to the Vocational Education Act designated funds for the
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instruction of consumer and homemaking education through home
economics departments.

Speaking about this development, Jelley

(1976) stated:
Many states have interpreted
that consumer courses cannot
taught by business teachers.
unfortunate in schools where
developed consumer education

the federal acts to mean
be supported when they are
The development is most
business teachers have
programs.
(p. 76)

Myers and Clemmensen (1975) described this event in the following
manner:
The 1968 vocational amendments should be a source of dis
content for business educators who teach consumer education.
Business educators are about to become "has beens" in this
important field since federal funding is available for
consumer education through home economics departments.
(p. 74)
Myers and Clemmensen (1975) continued by stating that consumer edu
cation funding "should only be available when the course is planned
through an interdisciplinary approach utilizing the resources of
all knowledgeable consumer educators on the school faculty" (p. 90).
Janeczko (1971) contended that:
Because Part F of the 1968 Amendments is directly related
to home economics, this does not imply that home economics
has a monopoly on the subject.of consumerism. All prac
tical arts education can and should make a contribution
to the consumer's expertise.
(p. 18)
Janeczko noted that business education was an aspect of "practical
arts education" contributing to consumer education.
Despite the impact of the consumer and homemaking education
funding through home economics departments,

the literature had refer

ences calling for placement of consumer education in either the
business education or home economics curriculum.
(1968)

For example, Adam

wrote, "Consumer education is for everyone— girl, boy, and
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adult— and home economics should be marching along with its leaders,
not trailing as followers" (p. 26).

In another example, Brooks

(1973) submitted:
Where does home economics stand in the great consumer edu
cation race? Not as far ahead as it should be. Although
the home economics profession has stressed consumer edu
cation for forty years, educators from other disciplines
are giving their students much more comprehensive coverage
of consumer topics than are home economists.
(p. 33)
Summarizing the literature concerning the placement of consumer
education, Burton (1970) asserted:
The literature indicates that the problem of placing the
responsibility of teaching consumer education has never
been solved. Some writers have indicated that competition
between academic departments for the teaching of consumer
education has had an adverse effect on the teaching of
this subject.
(p. 28)
Supporting Burton's contention, Davis (1974) stated, "I would add
that the responsibility for teaching consumer education in the schools
has not been clearly determined either" (p. 54).

Lupher (1977)

viewed the failure of any subject matter discipline to assume leader
ship for consumer education as a major problem for he wrote:
Part of the problem in consumer education has been a lack
of leadership, as evidenced in poor definitions of the
subject area, unstructured and sporadic implementation,
and obvious deficiencies in areas where no one appears
to have been assigned responsibility.
(p. 41)
Clearly the observations made by Burton (1970), Davis (1971), and
Lupher (1977) represented a significant area of concern for consumer
educators.
The literature reported that consumer education suffered from a
lack of leadership on the part of the subject matter disciplinary
groups, and commented upon who should have assumed leadership.

On
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this issue, a review of literature indicated that neither home
economics nor business education was qualified to assume full
responsibility for teaching consumer education.

Jelley (1971), for

example, submitted that "Education for consumers will be an important
contribution made by our schools in the 1970's.

To assume that any

one discipline can handle the task would be naive, of course" (p. 3).
Uhl et a l . (1972) in the following citation expressed an analogous
opinion:
Consumer education teachers may have their disciplinary
roots in any one of a number of areas, especially home
economics, business education, and social studies. But
the training in only one of these areas is not sufficient
for the needs of consumer educators.
(p. 99)
Garman (1978) made the following statement about probable prepar
atory deficiencies of home economics and business education teachers
relating to consumer education content:
Home economics teachers frequently lack adequate univer
sity preparation in economic theory, transportation,
savings and investment, insurance and taxes. Business
education teachers rarely have had much preparation in
food, clothing, health services, recreation, furnishings
and appliances, and housing.
(p. 7)
However, instead of accentuating these weaknesses, Garman (1978)
continued by delineating the probable strengths of preparing con
sumer education teachers with academic backgrounds in home economics
or business education when he submitted that:
Those in home economics quite often have had a course in
consumer problems as well as one in family finance. Busi
ness education teachers often are well prepared in eco
nomics and occasionally have had a course in personal
finance or consumer economics.
(p. 7)
An earlier article by Myers and Clemmensen (1975) delineated
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the strengths of both disciplinary camps as a means to promote an
interdisciplinary approach to consumer education, which, according
to them, "has unlimited possibilities for success" (p. 74).
McKitrick (1970) also seemed to foster the notion for an inter
disciplinary approach when he wrote, "It would seem appropriate for
a business teacher to lead a team of teachers from various subject
areas in conducting the consumer education class" (p. 5).

Johnston

(1973) added, "A sometimes loosely defined interdisciplinary approach
seems to contain the greatest potential for achieving the goals
and objectives of consumer education" (p. 35).
In an important message to business educators, the Policies
Commission for Business and Economic Education (1973) stated, "Busi
ness education can make an important contribution to consumer
education without duplicating the efforts of other subject fields"
(pp. 14-15).

The preceding statement was significant because it

suggested complementary efforts, not deliberate competition for
consumer education placement.

Finally, Jelley (1978) not only

promoted settling any disciplinary rivalry between consumer educators
from different subject areas, but in the following excerpt specified
a remedy, "If consumer education is essential, why not prepare men
and women to be consumer teachers?

Such teachers can embrace the

strengths of existing disciplines and become specialists in consumer
education" (p. 14).
In summary, the literature revealed that home economics was the
first subject matter discipline to be associated with consumer edu
cation.

It was significant to note that the other dominant subject
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matter discipline associated with consumer education was business
education within which an interest in consumer education developed
in the early 1930s.

Although entering the field some twenty years

after home economics, business education became the subject matter
discipline most associated with consumer education by the late 1930s.
The literature contained challenges for business educators as
well as home economists to assume the leadership among subject areas
for teaching consumer education.

However, the literature also con

tained statements asserting that neither of the subject matter dis
ciplines of business education or home economics were fully quali
fied to assume full leadership for teaching consumer education.
Consequently, an interdisciplinary approach to consumer education
was suggested as a means to resolve the rivalry between business
education and home economics.

Finally, Jelley (1978) suggested

that consumer education itself should become a subject matter
discipline.

Related Studies in Consumer Education

In this category of information, nine related studies in con
sumer education were examined to construct a reference point for
the present study.
reported.

Two types of consumer education studies are

First those consumer education studies which addressed

the question of the adequacy of consumer education teacher prepara
tion are reported because these studies were related to the present
study.

The following studies were reviewed:

(1971), Quinn (1976), and Green (1978).

Davis (1978), English

Secondly, those studies
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about consumer education which pertained to the relationship between
business education and home economics groups are reported.
group, the following studies were reviewed:

In this

Burton (1970), Davis

(1973), Swope (1976), Garman (1977), and Rennebohm (1971).

Synthesis

of the nine previously noted studies facilitates a clearer under
standing of the problem addressed in the present study.

Studies related to the adequacy
of consumer education teacher
preparation programs

As noted, the first group of studies addressed the question of
the adequacy of consumer education teacher preparation.

Davis (1978)

presented a paper at the Twenty-Fourth Annual (1978) Conference of
the American Council on Consumer Interests.

The results of a study

dealing with elementary and secondary consumer education teachers
were reported.

The stratified sample consisted of 300 elementary

and 300 secondary teachers in Kentucky.

To gather data, Davis (1978)

adapted a questionnaire consisting of 15 statements from materials
developed by the Kentucky Department of Education.

Noting the

inadequacy of consumer education teacher preparation programs, Davis
(1978) concluded that students who have taken a consumer education
course do not significantly differ in consumer competency from those
students who have not taken a consumer education course because
teachers of consumer education were not adequately prepared to teach
consumer education courses.

In fact, Davis (1978) reported that

32.7% of the teachers surveyed indicated that they did not feel
competent to teach consumer education courses.

According to the
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study 48.1% of the teachers questioned did not feel that their
teacher preparation was adequate for them to teach consumer edu
cation, and 45.4% of the teachers indicated that they had never
taken a consumer education course or workshop.

Consequently, Davis

(1978) noted, "Results of this research indicate teachers do need
specific preparation for teaching consumer education in order to
feel prepared and competent to teach and to be able to effectively
teach this subject matter" (p. 191) .

In concluding, Davis (1978)

named colleges and universities as responsible parties to meet the
preparatory needs of prospective consumer education teachers.

The

present study, like the Davis (1978) study, provides information
about the pre-service training of consumer education teachers.
Another study involving high school consumer education teachers
was conducted by English (1971).

Although this study involved con

sumer education students as well as the consumer education teachers,
the findings most relevant to the present study pertain to those
findings related to the teacher group.

English (1971) developed and

mailed a consumer education questionnaire to one consumer education
teacher at each Illinois public secondary school.

English (1971)

reported mailing 662 questionnaires to teachers and basing his find
ings and conclusions on 273 usable questionnaires.
Several findings and conclusions of the English (1971) study
were extremely pertinent to the present study.

A most interesting

finding of the English (1971) study resulted when teachers were given
a list of twelve typical consumer education topics and asked to
identify different methods of preparation that helped them to teach
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that individual topic.

To identify how they became prepared to

teach a consumer education topic, the teachers were given the fol
lowing choices:

"academic preparation," "through experience," and

"individual reading and study."

Based upon the teacher question

naires, English (1971) noted that "Consumer education teachers with
an undergraduate major in Business Education became best prepared
to teach consumer education course topics through 'personal experi
ences'" (p. 428).

In addition, English (1971) further stated,

"Consumer education teachers with an undergraduate major in home
economics became best prepared to teach ten of the consumer edu
cation course topics through 'personal experiences' and 'individual
reading and study'" (p. 429).

In essence, consumer education

teachers with undergraduate majors in business education and home
economics did not identify "academic preparation" as the method of
preparation that helped them the most to teach consumer education.
This conclusion was corroborated in the previously noted Davis
(1978) study in which it was reported that 48.1% of consumer edu
cation teachers who were questioned in Kentucky did not feel that
their teacher preparation was adequate for them to teach consumer
education.

English (1971) also found that in Illinois, more con

sumer education courses were taught by business education teachers
than by any other disciplinary group of teachers.

English (1971)

reported that the teaching of consumer education was most often
achieved through a separate course as opposed to integrating the
content into various subject matter.

The main point here, however,

was the adequacy question raised by the English (1971) and Davis

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

34
(1978) studies.

Stemming from this premise, the present study

sought to determine the attitudes about the extent and adequacy
of content emphasis in the consumer education teacher preparation
programs at Michigan's colleges and universities.
Another study dealing with the adequacy matter was a Wisconsin
consumer education study conducted by Quinn (1976) that compared
opinions of Wisconsin collegiate faculty with opinions of Wisconsin
high school teachers.

To gather data, Quinn (1976) sent a question

naire to a selected sample of 139 Wisconsin teacher educators
representing departments of business education, economics, and home
economics.
returns.

From this sample, Quinn (1976) received 117 (85%) usable
A compatible set of questionnaires was mailed to 108

Wisconsin high school principals who were asked to distribute the
instrument to those faculty members involved with consumer education
at that school.

Quinn (1976) reported receiving 92 (85%) usable

returns from the high schools.

The 117 usable returns from the

collegiate faculty were compared with the 92 usable returns from the
high school faculty.
This comparison led Quinn (1976) to draw a number of conclu
sions, one of which, like the Davis (1978) and English (1971)
studies, stated that the preparation of prospective consumer edu
cation teachers in Wisconsin was inadequate.

Elaborating on this

point, Quinn (1976) reported that although all of the home economics
departments offered and required pre-service training in consumer
education, the same could not be stated for departments of business
education and economics.

Only 17% of the business education

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

35
departments and 5% of the economics departments required a course
in consumer education for prospective teachers.
Another conclusion drawn by Quinn (1976) noted that at the time
of graduation from college, the professor educators were more con
fident of their graduates' abilities than were the graduates them
selves.

Quinn (1976) also concluded that aside from a difference of

opinion concerning the utility of micro and macro economics courses,
there was general agreement between the collegiate faculty and the
high school faculty concerning the most desirable courses for a
collegiate consumer education curriculum.

He also found general

agreement between the two groups concerning the most appropriate
content areas for a high school consumer education curriculum.
As for other conclusions, Quinn (1976) asserted that additional
in-service opportunities were needed by Wisconsin secondary consumer
education teachers and that the interdisciplinary approach to con
sumer education was not being utilized to its fullest extent.

In

short, many of the conclusions drawn by Quinn (1976) reflected a
corroborating view with Davis (1978) and English (1971) that the
pre-service training of consumer education teachers was deficient.
A consumer education study with possible far-reaching effects
was recently completed at Northern Illinois University by Green
(1978).

In this national study, Green (1978) reported a number of

findings which were particularly relevant to the present study.
Green's (1978) findings which were based upon 663 returned ques
tionnaires from chairpersons of business education, economics, ele
mentary education and home economics departments at public colleges
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and universities in the United States, seemed to reflect a repre
sentative view of the state of consumer education teacher prepa
ration as it existed at that time.
Green (1978) reported an insufficient number of collegiate
curriculums to prepare consumer education teachers, and an insuf
ficient number of collegiate courses available for prospective
consumer education teachers.

Quantifying this notion, Green (1978)

found that only 30% of respondents reported having a program to
prepare consumer education teachers.

Noting disciplinary placement

of programs to prepare consumer education teachers, Green (1978)
declared that programs to prepare consumer education teachers were
most frequently found in home economics and business education
departments.

Green (1978) reported that 51% of the schools having

a program, indicated that the sponsoring department was home eco
nomics.

Moreover, 33% of the schools with a program reported

placement in the business education department, while 12% and 4%
of the schools reported placement in the economics and elementary
education departments respectively.
Green (1978) also contended that prospective consumer education
teachers could expect to find wide variations among the courses and
the curricula offered by the departments which prepare consumer
education teachers.

Green (1978) also stated that home economics

and business education departments more than economics and elemen
tary education departments favored the idea of offering a consumer
education major or curriculum.

He found general agreement among

departments which prepare consumer education teachers regarding the
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identification of important courses in a cosnumer education curricu
lum.

In addition to a course entitled Consumer Education, the

respondents ranked the following four courses as very important:
Methods of Teaching Consumer Education, Consumer Behavior, Con
sumer Law, and Consumer Protection.
Green (1978) also found that there were limited opportunities
for preparing consumer education teachers on an interdisciplinary
basis despite the fact that 49% of the respondents favored an inter
disciplinary approach to consumer education teacher preparation.
In essence, Green (1978) asserted that the scope of consumer edu
cation teacher preparation was not sufficient, and that there was a
definite need for additional courses in consumer education programs.
The four preceding studies stated that the preparation of con
sumer education teachers was inadequate.
(1978)

In a Kentucky study, Davis

asserted that teachers of consumer education were not ade

quately prepared to teach consumer education courses.

In an Illi

nois study, English (1971) contended that consumer education teach
ers with undergraduate majors in business education and home eco
nomics became prepared to teach consumer education courses by means
other than academic preparation at college.

In a Wisconsin study,

Quinn (1976) stated that the preparation of prospective consumer
education teachers was inadequate.

Quinn (1976) also found the

professor educators more confident of their graduates' ability to
teach a consumer education course than the graduates themselves.
In a national study, Green (1978) stated that there was an insuf
ficient number of collegiate curricula and consumer education

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

38
courses available to prepare consumer education teachers.
Based upon the findings of the Davis (1978), English (1971),
Quinn (1976), and Green (1978) studies, it was reasonable to con
clude that a study should be conducted for the purpose of gathering
information about the status of the preparation of consumer edu
cation teachers in Michigan.

Studies related to the relationship
between business education and
home economics groups

The second group of studies focused on philosophical, commit
ment and achievement differences of business educators and home
economists.

The practicing education level (secondary and post

secondary) and the disciplinary mix of the questioned groups did
vary.

For instance, in an often quoted and highly recognized study,

Burton (1970) sought to determine what consumer issues were taught
as well as to determine teacher appraisal of the educational
relevance of the same consumer issues.
(1970)

In his research, Burton

developed and validated a 48-item consumer issue question

naire which was sent to a sample of 300 business education, home
economics, and social studies high school teachers in Connecticut.
Burton (1970) asked the 300 potential respondents to scale the
strength of their agreement or disagreement to the 48 consumer
issues.

In addition, the potential respondents were also asked to

scale their opinions concerning the educational relevance of the
same 48 consumer issues.
The two most important findings from Burton's (1970) study in

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

39
terms of the present study pertain to variables related to differ
ences of opinion between business education and home economics
teachers.

First, Burton (1970) accepted the following null hypothe

sis at the .05 level

of significance, "There is no significant

difference between the mean scores of the business education teachers
and those of the home economics teachers with regard to attitude"
(pp. 96-97).

Similarly, Burton (1970) accepted another major hy

pothesis which stated, "There is no significant difference between
the mean scores of the business education teachers and those of the
home economics teachers with regard to importance" (pp. 97-98).

The

relevance of Burton's (1970) study to the present study was reflected
in the fundamental objective:

to determine what, if any, differ

ences existed between attitudes and opinions of business education
teachers and those of home economics teachers.

The main difference

between the Burton (1970) study and the present study was that
Burton (1970) surveyed secondary consumer education teachers; whereas
the present study surveyed consumer educators at the collegiate
level.
In a similar study involving home economics, business and office
occupations, social studies, and distributive education teachers in
Kentucky, Davis (1973) asked 45 randomly selected teachers from each
of the four teacher groups to scale their attitudes toward 48 consumer
issues.

In addition, Davis (1973) also asked the respondents to

identify the classroom emphasis of the consumer issues.

A major

finding which can be related to the present study was that Davis
(1973) found a statistically significant difference in the attitude
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and emphasis responses toward consumer issues given by the high
school teachers of home economics, social studies, business and
office occupations, and distributive education.

Davis (1973) re

ported that although a consumer education course may be offered at
the teacher education institution, only the teaching area of home
economics required such a course in consumer education.

As with

the Burton (1970) study, the similarity of the Davis (1973) study
to the present study was the underlying quest to determine what, if
any, differences of opinion existed between groups of teachers with
different disciplinary backgrounds.

But unlike the Burton (1970)

study, Davis (1973) reported that differences of opinion did exist
between some of these groups.
Another Kentucky consumer education study conducted by Swope
(1976) involved secondary school teachers as well as panels of con
sumer education authorities.

The consumer education teachers

questioned in the study represented business education and home
economics.

Having developed a list of 89 frequently taught consumer

topics, Swope (1976) divided the teachers into two stratified sample
groups and sent each member of the groups either an instrument to
rate the importance of the consumer topics or a questionnaire to
scale the emphasis of the consumer topics.

Moreover, Swope (1976)

sent the importance rating instrument to all of the consumer educa
tion authorities.
Swope (1976) contended that ratings of importance for the con
sumer topics between the business education teachers and home eco
nomics teachers were generally similar.

The two groups of teachers
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had similar emphasis evaluations for topical areas of consumer
education.

Swope (1976) submitted that the panels of consumer edu

cation authorities from business education and home economics had
similar ratings of the importance of the consumer topics.

Swope's

(1976) study described the most important and least important topic
areas as identified by the teachers, in addition to reporting the
most emphasis and least emphasis assigned to the topics by the teach
ers.

In concluding, Swope (1976) asserted that consumer education

opportunities for Kentucky students were inadequate.
with the two Davis (1973, 1978) studies.

This concurs

Interestingly, while Davis

(1973) asserted that differences of opinion existed between disci
plinary groups associated with consumer education and Swope (1976)
contended that such differences were nonexistent, both Davis (1973)
and Swope (1976) held that consumer education opportunities were
inadequate in Kentucky.
In a unique study, Garman (1977) gathered data from prospective
teachers across the nation to determine their consumer education
related competencies.

The Test of Consumer Competencies (Stanley,

1975) was administered to a nationwide sample derived from institu
tional members of the National Council for Accreditation of Teacher
Education (NCATE).

The results of the study related achievement

scores on the 55-item test to a number of variables which included
the prospective teacher's academic major and whether or not the
prospective teacher had completed any consumer education related
course.
Using the 540 member colleges and universities of NCATE as the
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sampling frame, Garman's (1977) total sample was 130 institutions.
Since 84 (64.6%) of the 130 institutions participated in the study,
the study represented 15.5% of the 540 NCATE members.

The data

gathering procedure from the 84 institutions yielded 5,602 completed
test results.

For a variety of reasons, the study results were

based on 4,309 usable achievement scores.

Garman (1977) reported

that the mean score of correct responses of the 4,309 prospective
teachers on the 55-item Test of Consumer Competencies was 32.67
(59.4%).

Garman (1977) reported the mean scores of academic majors

as follows:
Social Studies, History or Geography
Science
Home Economics
Business
Industrial Arts or Trades and Industry
Mathematics
Sociology and Psychology
English
Agriculture
Speech
Foreign Languages
Elementary Education
Special Education
Art and Music
Physical Education and Health

35 .18
35 .09
34..99
34 .77
34 .76
34,.38
34,.35
33,.87
33..77
33,.09
32 .52
31..91
31,,68
31,,21
31.,02

Of particular interest was the position and proximity of the
mean achievement scores of prospective teachers with an academic
major of home economics or business.

That is, the mean achievement

scores for home economics group and the business education group on
the 55-item test varied only by .22 which suggests little statistical
variance between achievement scores and completion of a consumer
education related course.

Garman (1977) reported that 508 (12%)

prospective teachers who had completed one or more consumer education
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related courses scored significantly higher on the test than those
prospective teachers who had not completed such a course.

More

over, the study noted that the 307 (7%) prospective teachers who had
completed only one consumer education related course also scored
significantly higher than those who had not completed the course.
As a result, Garman (1977) recommended that teacher education insti
tutions seriously consider incorporating a college level consumer
education course into teacher education programs.
Garman's (1977) study and the present study were similar in
that they provided information about prospective consumer education
teachers.

However, the two studies were dissimilar in that the

previous study tested prospective consumer education teachers
whereas the present study surveyed professor educators.
The Rennebohm (1971) study is reported in greater detail be
cause the present study was an outgrowth of the Rennebohm (1971)
study.

Rennebohm (1971) sought to determine if significant rela

tionships existed between three consumer education related groups
concerning the educational relevance perceived by each group of a
selected group of consumer issues.

To do so, Rennebohm (1971)

developed the Consumer Education Questionnaire in the following
stages:
1.

the literature from 1960 to 1969 was reviewed to compile

a list of consumer issues,
2.

six consumer education leaders were consulted to solicit

their perceptions of the most important consumer education issues,
3.

the list of 110 consumer education issues was edited and
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reduced to a list of 70 consumer education issues,
4.

the list of 70 consumer education issues was submitted

to a six-person jury for editing,
5.

a list of 49 consumer education issues was finalized,

6.

the list of 49 consumer education issues was combined with

several biographical and background questions to form the Consumer
Education Questionnaire.
Rennebohm (1971) sent the questionnaire to potential respondents
across the nation.

Of the 190 potential respondents, 70 were home

economics professors, 40 were business professors, and 80 were other
professional members of the American Council on Consumer Interests
(ACCI). After two mailings, 165 (86.8%) questionnaires were re
turned.

Of this number, Rennebohm (1971) reported that 154 (81%)

questionnaires were found to be usable.

To put it another way, 63

(90%) home economics professors, 38 (95%) business professors, and
53 (66.3%) other ACCI professionals returned their questionnaires
in usable form.
Rennebohm (1971) ranked all 49 issues on the basis of importance
assigned by the total group and by each of the three subgroups.
Another finding reported by this study was derived by applying a
chi-square technique to determine if any significant differences
existed between the three groups concerning their assignment of
importance to each of the 49 issues.

Rennebohm (1971) reported that

significant differences in assigned importance did exist between
the three groups at the .05 level of significance for 7 (14.3%) of
the 49 issues.

In addition, the study contended that "Evidence was
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found that a significant difference exists among the three groups
in regard to placing the responsibility for teaching consumer edu
cation in a specific subject matter area in a high school curric
ulum" (p. 93).

This finding tended to suggest that the great place

ment debate was still evident at the time of the Rennebohm (1971)
study.

Another finding stated that "No evidence was found estab

lishing a significant difference in the responses of the three
sample groups as to the educational level at which controversial
subject matter should be introduced to the student" (p. 93).
Based upon a cumulative score for each returned questionnaire,
Rennebohm (1971) divided the cumulative scores into three levels:
high, medium, and low.

This subdivision of cumulative scores ulti

mately resulted in a major finding that "No significant difference
was found (.05 level) at the high level of importance to exist
between the persons who are teaching a consumer education course
and those persons who are not teaching a consumer education course"
(p. 93).

Another finding based upon biographical data stated:

No significant difference was shown (.05 level) between
the respondents who do belong to a consumer organization
at the local level and those respondents who do not belong
at the high level of importance.
The same results were
found for respondents who belong at the national level.
(p. 94)
As for another finding Rennebohm (1971) stated:
A noticeable similarity was shown between home economics
professors and business professors with an economic back
ground as well as home economics professors and business
professors with an education background.
(pp. 93-94)
Finally, Rennebohm (1971) reported that "ninety-eight per cent of
the total group of 154 suggested that adult level consumer education
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courses should be available continuously at public educational
institutions" (p. 94).
Since the present study was an outgrowth of the Rennebohm
(1971), several basic similarities and dissimilarities should be
noted.

For instance, the Consumer Education Teacher Content Ques

tionnaire (CETCQ) of the present study was derived from Rennebohm's
(1971) Consumer Education Questionnaire (CEQ).

However, the two

instrlaments differ in that the CEQ asked for opinions "in relation
to teaching consumer education at the high school level" (p. 118).
It represented a kind of "what-should-be" questionnaire.

The

present CETCQ sought opinions about content emphasis in the pre
service consumer education teacher programs; a kind of "what-is"
questionnaire.

Another.fundamental difference between^the two

studies was the fact that Rennebohm's (1971) study involved a
nationwide sample of three consumer related groups; whereas, the
present study involved a statewide population of two groups.

Yet

aside from these basic differences, the Rennebohm (1971) study was
a model for the present study.
The findings of the five preceding consumer education studies
can be summarized as follows:

the majority of studies found that

similar philosophical or commitment opinions toward some aspect of
consumer education were held by groups of business educators and
home economists.

The Burton (1970), Swope (1976), and Rennebohm

(1971) studies found similar opinions between the business education
and home economics groups.

Garman (1977) found achievement scores

on a standardized consumer education test for prospective consumer
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education teachers with an academic background in business education
or home economics to be very similar.

Differing from these findings,

Davis (1973) reported that differences of opinion towards some
aspect of consumer education existed between the disciplinary groups.
Like these studies, the present study sought to determine the degree
of relationship between departmental affiliation of business educa
tion or home economics and response to consumer education content
statements as measured by the emphasis scale of a survey question
naire.
Summary of the Review of Related Literature

The literature related to the present study was reviewed and
classified into the three following categories:

(1) the development

of consumer education, (2) the dominant subject matter disciplines
associated with consumer education, and (3) related studies about
consumer education which pertained to the adequacy of consumer edu
cation teacher preparation or the relationship between business
education and home economics groups.

In the first category, the

development of consumer education was described as cyclical and
greatly influenced by political, economic, and technological events.
Business education and home economics were noted as the subject
matter disciplines most often associated with consumer education.
In the second category, it was noted that business education as well
as home economics claimed consumer education for their curricular
domains.

An interdisciplinary approach to consumer education was

often prescribed as a means of resolving the rivalry between business
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education and home economics groups.

In the third category, the

preparation of consumer education teachers was reported to be
inadequate.

The relationship between the business education and

home economics groups as indicated by a general similarity of
philosophical and commitment opinions toward aspects of consumer
education was relatively congruent.

The following chapter describes

the methodology of the study as a means of investigating the problem
and fulfilling the purpose of the study.
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CHAPTER III

METHODOLOGY OF THE STUDY

The consumer education movement has been expanding in Michigan
as indicated and supported in Chapter I.

As the movement expanded,

there were several aspects of the developmental process which re
mained largely unexplored.

The information about the pre-service

training of consumer education teachers was scant.

Consequently,

the problem of the study was identified as follows:
How much emphasis is placed upon selected aspects of
consumer education content by professors who prepare
secondary consumer education teachers at Michigan col
leges and universities?
The first of three subproblems was to determine the emphasis placed
upon the following general categories of consumer education content
by professors who prepare consumer education teachers:

(1) direct

influence of industry, (2) advertising and promoton, (3) instruc
tional procedures, (4) assistance to the consumer, (5) legislation,
and (6) consumer protection.

The second subproblem was to determine

if the emphasis of selected aspects of consumer education content
varied among the Michigan institutions that prepare consumer
education teachers.

The third subproblem was to determine the

degree of relationship between departmental affiliation of business
education or home economics and emphasis placed upon consumer edu
cation content statements.

Investigating the problem and sub

problems provided information about the pre-service training of

49
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consumer education teachers which was the purpose of the study.

Description of the Methodology

The problem and related subproblems of the study were derived
from phenomena which appear to exist in educational practices.

To

investigate the problem and related subproblems, the following
methods were established:
1.

development of the data gathering instrument,

2.

validation of the data gathering instrument,

3.

selection of the respondent population,

4.

implementation of the data gathering instrument,

5.

organization of the gathered data, and

6.

selection of descriptive treatment.

Development of the Data Gathering Instrument

To determine the most appropriate method of gathering data for
this study, a number of authoritative sources, Luck, Wales, and
Taylor (1974), Hopkins (1976), Good (1941), Best (1977), and Travers
(1969), were consulted.

The most appropriate method of gathering

data was determined to be a closed-ended, Likert-type, mail ques
tionnaire for reasons of (1) standardization of form, (2) anonymity,
(3) administrative efficiency, and (4) location of respondents.
The next step was to choose to either develop a questionnaire
or adapt an existing instrument.

By virtue of the review of related

literature, it was determined that only one existing instrument
could be suitably adapted for this study.

This particular instrument
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entited the "Consumer Education Questionnaire" was developed and
validated by Rennebohm (1971).
(1971)

After analyzing the Rennebohm

questionnaire and study, it was decided that the "Consumer

Education Questionnaire" could be adapted for the purposes of the
present study.

The primary advantage of adapting as opposed to

developing a questionnaire was that a previously tested and applied
instrument would provide a standard by which to compare the findings
of the present study.

It should be noted that by adapting an

existing instrument, the present study assumed a replication char
acteristic.

However, as a matter of professional courtesy and to

clearly explain the intent of the present study, the author
(Rennebohm, 1971) of the "Consumer Education Questionnaire" was
personally contacted (Rennebohm, 1978) at which time complete
support concerning adaption of the instrument was granted and en
couraged.
Adapting Rennebohm's (1971) "Consumer Education Questionnaire"
for the present study involved rewriting the directions for respond
ents, changing the response scale, and rewording the 49 statements
of the questionnaire.

The rewording process was necessary because

the intent of Rennebohm's (1971) study and the present study was
different.

Rennebohm (1971) questioned home economics professors,

business professors, and other professionals who were members of
the American Council on Consumer Interests (ACCI) about the level
of importance they attached to teaching consumer education issues
at the high school level.

The present study asked home economics

professors and business education professors to indicate levels of
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content emphasis for prospective consumer education teachers.

In

essence, Rennebohm (1971) questioned respondents about their opin
ions for teaching consumer education issues in high schools; while
the present study questioned respondents about content emphasis of
consumer education teacher programs at Michigan post-secondary
institutions.

Validation of the Data Gathering Instrument

After transforming Rennebohm's (1971) "Consumer Education Ques
tionnaire" into the Consumer Education Teacher Content Question
naire, a two-step validation process was initiated.

The first step

of the process entailed legitimizing the content of the instrument
by a panel of three consumer education experts in Michigan.

The

second step involved a pilot study of the instrument with likely
respondents.

The purpose of this validation process sought to

legitimize the questionnaire content and increase the manageability
of the instrument.
Legitimizing the content involved submitting the questionnaire
to the panel of consumer education experts in order for them to
evaluate the content of all 49 statements.

A packet containing a

letter of instruction, the questionnaire, and a drafted cover letter
was sent to the three experts on December 12, 1978.

By January 12,

1979, all three experts had responded with favorable reviews and
constructive comments for rewording a number of the content state
ments.

As a result, the instrument was revised.

A pilot study of the modified instrument was conducted with
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fifteen likely respondents from January 24, 1979 to February 11,
1979.

Desiring to increase the manageability of the instruments,

the likely respondents were asked to appraise the format of the
instrument and assess the accuracy of response for the 49 content
statements.

Again the validating group submitted favorable reviews

as well as constructive comments which led to further revisions in
the instrument.
Having validated the instrument by soliciting expert criticism
and conducting a pilot study, the finalized instrument appears in
Appendix A (p. 128).
for the questionnaire.

Also finalized at this time was a cover letter
The purpose of the cover letter (Appendix B,

p. 132) was to encourage participation in the study as well as
establish credibility for the researcher.

Selection of Respondent Population

The State of Michigan does not certify teachers in consumer
education from any college or university with the exception of
Michigan State University which offers a home economics sponsored
program leading to minor certification in consumer education.

Thus,

the majority of consumer education teachers are certified to teach
in a variety of state-approved programs such as home economics,
business education, social studies, mathematics, health education,
economics, and others.

A foremost authority on consumer education

(Garman, 1978) reported that secondary consumer education courses
are more frequently taught by teachers with either a home economics
or business education background.

Furthermore, a survey by the
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Michigan

Consumer Education Center (1976) also reported that home

economics and business education departments were most often iden
tified as the academic departments taking the responsibility for
teaching consumer education courses in Michigan's public and private
high schools.
Consequently, to investigate the problem and fulfill the pur
pose of providing information about the pre-service training of
Michigan consumer education teachers, the population was defined
to include all business education and home economics professors in
Michigan currently involved in the preparation of secondary consumer
education teachers.
Since this population could not be identified by any published
list, it was necessary to identify individuals within the population.
To determine what post-secondary institutions in Michigan had state
approved teacher preparation programs in business education and
home economics, a letter requesting such information was sent to
the Michigan Department of Education.

Responding to this request,

the Michigan Department of Education (1977) sent a booklet entitled
"Manual of Instruction for Preparing Teacher Certificate Recom
mendations ."
From this booklet, it was determined that the following Michigan
colleges and universities had teacher education programs to certify
teachers in business education:
Aquinas College

Northern Michigan University

Central Michigan

University

Siena Heights College

Eastern Michigan

University

Spring Arbor College
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Ferris State College

University of Detroit

Lake Superior State College

University of Michigan

Marygrove College

Wayne State University

Michigan State University

Western Michigan University

Likewise, the booklet revealed that the following institutions
had teacher education programs in home economics:
Adrian College

Mercy College

Albion College

Michigan State University

Andrews University

Nazareth College

Central Michigan University

Northern Michigan University

Eastern Michigan University

Siena Heights College

Madonna College

Wayne State University

Marygrove College

Western Michigan University

After determining the certifying institutions, it was necessary
to identify all professors of business education and home economics
currently involved in the preparation of secondary consumer education
teachers.

The first step involved identifying a business education

or home economics contact person at each school that certified busi
ness education or home economics teachers.

Each contact person was

identified by either reviewing college catalogs or telephoning a
particular institution and requesting the name of the person(s) in
volved in the preparation of consumer education teachers.

The con

tact person was either the business education or home economics de
partmental chairperson if such a position existed.

In the case of

the schools which did not have a departmental chairperson, the con
tact person was an individual who in some administrative capacity
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served prospective business education or home economics teachers.
After identifying all the contact persons, each contact person
was telephoned and asked to individually identify all professors
of business education or home economics currently involved in the
preparation of consumer education teachers.

Beginning on January 12,

1979 and concluding on January 25, 1979, this telephone procedure
resulted in an identified population of 36 professors at 14 institu
tions in Michigan.

It should be noted that a number of contact

persons at the certifying schools stated that there was not any
professor from business education or home economics currently in
volved in the preparation of secondary consumer education teachers.
As a result, some of the schools which certify business education or
home economics teachers could not be included in the study because
there was not a consumer education resource person at that school.
The following list delineates the population by (1) number of
persons at a particular institution, (2) departmental affiliation,
and (3) the institution:
1 home economist at Adrian College
1 home economist at Albion College
2 home economists at Andrews University
1 home economist at Central Michigan University
1 business educator at Central Michigan University
4 home economists at Eastern Michigan University
4 business educators at Eastern Michigan University
1 business educator at Lake Superior State College
1 home economist at Madonna College
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3 home economists at Marygrove College
3 business educators at Marygrove College
1 business educator/home economist at Marygrove College
1 home economist at Mercy College
2 home economists at Michigan State University
2 home economists at Northern Michigan University
1 business educator at Northern Michigan University
1 home economist at Siena Heights College
3 home economists at Wayne State University
1 home economist at Western Michigan University
2 business educators at Western Michigan University
The resulting population of the present study represented 14
different institutions and consisted of 36 professors; 23 from home
economics, 12 from business education, and one professor represented
home economics as well as business education.

Implementing the Data Gathering Instrument

Submitting the questionnaire to Western Michigan University's
Department of Educational Leadership Human Subject Review Committee
was the first step to implement the questionnaire.

The Committee

sought assurances that respondent confidentiality would be protected.
Having satisfied this concern, the Committee granted approval to
implement the questionnaire.
The next step involved duplicating and coding the question
naires for follow-up purposes.

The questionnaires were numerically

coded from 01 to 36 and assigned to a potential respondent on a
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master list which was destroyed when the data gathering process was
concluded.
A packet of material was sent to each of the 36 individuals in
the population.

Each packet of material was mailed as First Class

postage with a cover letter (Appendix B, p. 132), a questionnaire
(Appendix A, p. 128), and a stamped, pre-addressed, return envelope.
The enclosed cover letter stated why the packet was sent and solic
ited participation in the study.

Concurrent with the mailing, two

lists were prepared to first record the date that a returned ques
tionnaire was received and secondly to record the names of responding
individuals who wanted to receive a copy of the findings of the
present study.

As returned questionnaires were received, the two

lists were updated until the data collection stage was completed.
Three weeks following the initial mailing, a follow-up letter
(Appendix C, p. 134) stressing the value of participation and guar
anteeing anonymity was sent to all nonrespondents.

Two weeks later

a second follow-up letter (Appendix D, p. 136) was sent to all non
respondents.

This letter reminded the nonrespondents that their

input was very important to the present study.
Another complete packet of material containing a cover letter
(Appendix E, p.138 ), a coded questionnaire, and a stamped, pre
addressed, return envelope was sent to nonrespondents a week later.
Two weeks after mailing the packet of material, another follow-up
letter (Appendix F, p. 140) was sent as a Certified Letter to all
nonrespondents.
One week following the Certified Letter, all but one of the
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nonrespondents was personally contacted by telephone.

One week

later, another attempt was made to telephone contact the nonrespond
ents.

At this time it appeared likely that two professors would not

participate in the study.

As a final attempt to solicit their

participation, each professor was sent a reminder message as a
Western Union Mailgram.
Approximately two weeks later when the likelihood of receiving
any more questionnaires appeared to be quite remote, the data col
lection cutoff date was established.

At this time a letter of

appreciation (Appendix G, p. 142) was sent to all the professors
who participated in the study.
In summary, two complete packets of material, two follow-up
letters, one Certified Letter, two sets of telephone calls, and one
Western Union Mailgram were used in an attempt to solicit the par
ticipation of the identified population.

Organization of the Data

When the questionnaires were returned, the respondent's name
was marked on the master code list.

The names of those who indi

cated a desire to receive a copy of the results of the study were
placed on a mailing list.
The following steps describe the coding procedure for the
dependent variable as represented by the emphasis scale for the 49
content statements:
1.

no response was coded as 0,

2.

zero emphasis was coded as 1,
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3.

the interval directly to the right of zero emphasis was
coded as 2,

4.

the interval midway between zero emphasis and absolute
emphasis was coded as 3,

5.

the interval directly to the left of absolute emphasis
was coded as 4,

6.

absolute emphasis was coded as 5.

The independent variable of departmental affiliation was coded
as follows:
1.

business education was coded as 1,

2.

home economics was coded as 2,

3.

business education and home economics was coded as 3.

The independent variable of institutional affiliation was coded
as follows:

1.

Adrian College was coded as 01,

2.

Albion College was coded as 02,

3.

Andrews University was coded as 03,

4.

Central Michigan University was coded as 04,

5.

Eastern Michigan University was coded as 05,

6.

Mercy College was coded as 06,

7.

Michigan State University was coded as 07,

8.

Northern Michigan University was coded as 08.

9.
10.

Siena Heights College was coded as 09,
Wayne State University was coded as 10,

11.

Western Michigan University was coded as 11,

12.

Lake Superior State College was coded as 12,

13.

Madonna College was coded as 13,
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14.

Marygrove College was coded as 14.

All coded raw scores except those related to institutional affilia
tion appear in Appendix H (p. 144).

Institutional affiliation data

were omitted to protect respondent anonymity.
When all the data were collected, the information from each
questionnaire was coded on a computer optic scanning sheet.

Then

a computer programmer was employed to treat the data using Western
Michigan University's PDP Computer.

Selection of Descriptive Treatment

Since this was a descriptive study involving a survey of an
identified population, data were descriptively treated as outlined
in the following steps:
1.

With each of the 49 responses coded on a 0-to-5 scale, a

summation score was determined for each questionnaire.

If a

respondent checked the "Zero Emphasis" choice for all 49 content
statements, the summation score for that questionnaire would have
been 49 (1 x 49).

Or if a respondent checked the "Absolute Emphasis"

choice for all 49 content statements, the summation score would have
been 245 (5 x 49).

Proceeding in such a fashion, a summation, mean,

variance, and standard deviation were calculated for each question
naire.
2.

A mean of questionnaire mean scores was calculated for the

total group, business education group, and home economics group.
3.

Frequency and a three-way percentage classification were

determined to identify how business education and home economics
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professors responded to each of the 49 content statements.
4.

A summation score for each content statement was determined

for the total group basis.

For example, if 30 respondents had

checked the "Zero Emphasis" choice for content statement #1, the
summation score for content statement //I would have been 30 (1 x 30) .
Consequently, a mean, variance, and standard deviation were calcu
lated for each of the 49 content statements.
5.

The means of the 49 content statements for the total group

were rank ordered.
6.

A summation score for each content statement was determined

for the business education group.

Then a mean, variance, and stand

ard deviation were calculated for each of the 49 content statements.
7.

The means of the 49 content statements for the business

education group were rank ordered.
8.

A summation score for each content statement was determined

for the home economics group.

Then a mean, variance, and standard

deviation were calculated for each of the 49 content statements.
9.

The means of the 49 content statements for the home eco

nomics group were rank ordered.
10.

A summation score, mean, variance, and standard deviation

for content statements (9, 10, 11, 13, 20, 23, 33, 37, 47) from
Category 1 (Influence of Industry) were calculated for the total
group, business education group, and home economics group.
11.

A summation score, mean, variance and standard deviation

for content statements (8, 16, 28, 32, 38, 42, 54) from Category 2
(Advertising and Promotion) were calculated for the total group,
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business education group, and home economics group.
12.

A summation score, mean, variance and standard deviation

for content statements (12, 18, 24, 31, 35, 41, 46) from Category 3
(Instructional Procedures) were calculated for the total group,
business education group, and home economics group.
13.

A summation score, mean, variance and standard deviation

for content statements (2, 3, 15, 27, 30, 39, 43) from Category 4
(Assistance to the Consumer) were calculated for the total group,
business education group, and home economics group.
14.

A summation score, mean, variance and standard deviation

for content statements (1, 7, 17, 19, 21, 22, 29, 34, 40) from
Category 5 (Legislation) were

calculated for the total group,

busi

ness education group, and the home economics group.
15.

A summation score, mean, variance and standard deviation

for content statements (4, 5, 6, 14, 25, 26, 36, 44, 48, 49) from
Category 6 (Consumer Protection) were calculated for the total group,
business education group, and
16.

home economics group.

The mean, variance, and standard deviation of mean scores

from Categories 1-6 were calculated for the total group., business
education group, and home economics group.
17.

The mean scores from categories 1-6 were rank ordered for

the total group, business education group, and home economics group.
18.

A mean score was calculated for each of the Categories 1-6

on a questionnaire basis.
19.

A summation, mean, variance, and standard deviation of

questionnaire mean scores were calculated on an institutional basis.
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20.

To determine the degree of relationship between depart

mental affiliation of business education or home economics and
emphasis placed upon selected aspects of consumer education content,
49 point-biserial correlation coefficients were calculated between
the independent variable (departmental affiliation) and dependent
variable (response to emphasis scale).

The coefficients were cal

culated using the STAT-PAK computer program at Western Michigan
University.

Summary of the Methodology of the Study

The chapter contained a description of how this study began.
An explanation of what data were gathered, from whom the data were
gathered, and how the data were gathered was also included in the
chapter.
described.

The methods of data organization and treatment were
Finally, the chapter contained an account of how these

data were incorporated into the findings of the present study.
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CHAPTER IV

FINDINGS OF THE STUDY

Recent events in Michigan seem to indicate that consumer edu
cation is an important education topic.

Despite a growing sensi

tivity toward the importance of consumer education, very little has
been written about the pre-service preparation of consumer education
teachers in Michigan.

Consequently, the purpose of the present

study was to provide information about consumer education teacher
preparation in Michigan.

The problem which was investigated con

cerned the emphasis placed upon selected aspects of consumer edu
cation content by business education and home economics professors
who prepare consumer education teachers.
the study involved the following:

The three subproblems of

(1) emphasis of general cate

gories of consumer education content, (2) content emphasis varia
tion among certifying institutions, and (3) correlation between
department affiliation and emphasis placed upon selected aspects
of consumer education content.

Subsequent portions of the study

involved reviewing the related literature and describing the
methodology.
Representing a body of information gathered over a 12-week
period, the findings were based upon responses to a survey question
naire mailed to a group of 36 professors of business education and
home economics in the State of Michigan.

Figure 1 illustrates that

the data collection phase began on February 28, 1979 and concluded
65
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on May 21, 1979.

During this period, 34 of the 36 questionnaires

(94.4%) were returned.

Figure 1 also depicts that the greatest

number of responses were received after the initial mailing.
Figure 2 shows the geographic dispersion of post-secondary insti
tutions represented in the study.

Of the 14 institutions, seven

were universities and seven were colleges.

An inspection of

Figure 2 also reveals that the respondents were geographically
dispersed throughout the state.
Although 34 questionnaires were returned, one questionnaire
was returned completely blank.

Consequently, the findings of the

study were based upon 33 usable questionnaires (91.7%) returned from
a population of 36 individuals.

Using departmental affiliation as

a breakdown variable, it can be stated that 23 (100%) home economics
professors, nine (75%) business education professors, and one (100%)
home economics/business education professor returned their ques
tionnaires in usable form.
Table 1 illustrates the departmental affiliation of the
respondents.

With the findings based upon the 33 responses, each

respondent's input represented approximately 3% of the total infor
mation gathered.

The table also shows that more than two-thirds of

the respondents were home econmics professors.

Slightly less than

one-third of the respondents were business education professors.
Identifying a professor with a department affiliation of business
education as well as home economics was considered unusual.
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Figure 2.

Michigan post-secondary in s titu tio n s represented in the study.
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TABLE 1
NUMBER AND PERCENT OF BUSINESS EDUCATION AND
HOME ECONOMICS PROFESSORS WHO
PARTICIPATED IN THE STUDY

Departmental Affiliation

Number of
Professors

Percent of
Total Group

23

69.7

Business Education

9

27.3

Home Economics and Business Education

1

3.0

33

100.0

Home Economics

TOTAL

Organization of the Findings

The findings were organized in five sections.

The sections

were based upon findings related to:
1.

questionnaires,

2.

content statements,

3.

categories of consumer education content,

4.

institutions, and

5.

correlation of departmental affiliation with emphasis
placed upon content statements.

Findings Related to Questionnaires

The first section of the findings is based upon Table 2 which
shows the sum, mean, variance, and standard deviation of each usable
questionnaire.. To calculate measures of central tendency and varia
bility, each of the 49 content statements from each questionnaire
was assigned a numerical value on a 0-to-5 scale.

If a respondent
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TABLE 2
SUM, MEAN, VARIANCE, AND STANDARD DEVIATION OF RESPONSES FROM EACH OF THE
23 HOME ECONOMICS RESPONDENTS, NINE BUSINESS EDUCATION RESPONDENTS, AND
ONE COMBINATION HOME ECONOMICS AND BUSINESS EDUCATION RESPONDENT
Questionnaire
Number

Sura

Mean

Variance

Standard
Deviation

201**
202
203
204
205
206
207
208
209
210
211
212
213
214
215
216
217
218
219
220
221
222*
223

211
209
181
214
139
236
229
175
245
207
204
176
139
174
123
198
194
209
222
169
197
82*
241

4.306
4.265
3.694
4 .367
2.837
4.816
4.673
3.571
5.000
4.224
4.163
3.592
2.837
3.551
2.510
4.040
3.959
4.265
4.530
3.449
4.202
3.154*
4.918

0.384
0.366
1.300
0.779
0.848
0.195
0.224
0.875
0.000
0.844
1.348
0.372
1.806
0.711
0.755
0.498
0.623
0.657
0.588
1.169
1.229
0.935*
0.327

0.619
0.605
1.140
0.883
0.921
0.441
0.474
0.935
0.000
0.919
1.161
0.610
1.344
0.843
0.869
0.706
0.789
0.811
0.767
1.081
1.108
0.967*
0.571

101***
102
103
104
105
106
107
108
109

172
146
194
132
182
190
183
133
171

3.510
2.980
3.959
2.694
3.714
3.878
3.735
2.714
3.490

1.130
1.062
1.082
0.717
1.750
0.735
0.824
1.000
0.838

1.063
1.031
1.040
0.847
1.323
0.857
0.908
1.000
0.916

301****

165

3.367

0.654

0.809

*23 of the 49 content statements were not responded to
**questionnaires numbered from 201 to 223 represent the home economics group
***questionnaires numbered from 101 to 109 represent the business education group
****questionnaire numbered 301 represents business education and home economics
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checked the "Zero Emphasis" choice for all 49 content statements,
the sum for that questionnaire would have been 49 (1 x 49).

Con

versely, if another respondent checked the "Absolute Emphasis"
choice for all 49 content statements, the sum for that question
naire would have been 245 (5 x 49).

If a respondent failed to

respond to a particular content statement, then the code "0" was
assigned for that content statement.

Derived from this procedure,

the siim, mean, variance, and standard deviation of each question
naire is shown in Table 2.
Analysis of Table 2 reveals that means across all question
naires ranged from a low of 2.510 to a high of 5.000.

From a

departmental perspective, the means of home economics question
naires which were numbered from 201 to 223 also ranged from a low
of 2.510 to a high of 5.000.

This observation indicates that the

home economics group had the lowest and highest mean for all ques
tionnaires.

The means of the business education questionnaires

which were numbered from 101 to 109 ranged from a low of 2.694 to
a high of 3.959.

The mean of all mean scores was 3.781.

On a

departmental basis, the mean of home economics mean scores was
3.945; whereas, the mean of business education mean scores was 3.408.
Consequently, it can be noted that the home economics group had a
mean of mean scores higher than that of the business education group.
Table 2 also reveals that the variance of responses for all
questionnaires ranged from 0.000 to 1.806.
of responses ranged from 0.000 to 1.344.

The standard deviation
The business education

group had four of nine (44.4%) standard deviation of responses
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greater than 1.000.

The home economics group had 5 of 23 (21.7%)

standard deviation of responses greater than 1.000.

This suggests

that responses from the business education professors varied more
than the responses from the home economics professors.

Findings Related to Content Statements

The second section contains data related to the 49 consumer
education content statements.

A frequency and three-way percentage

classification of business education and home economics responses
to each of the 49 consumer education content statements appears in
Appendix I (p. 146).
To determine measures of central tendency and variability of
responses to the content statements, the responses for each content
statement were summed.

If all 33 respondents checked the "Zero

Emphasis" choice for content statement #1, the summation score for
that content statement would have been 33 (1 x 33).

If the 33

respondents checked the "Absolute Emphasis" choice for content
statement //I, the summation score for that content statement would
have been 165 (5 x 33) .
Inspection of Table 3 reveals that the highest mean score
(4.545) was reported for two content statements (//13 and #33) which
related to the effects and overuse of credit.

The lowest mean score

(2.909) was reported for the content statement (#15) which related
to the metric system.
Table 3 also shows that the highest standard deviation (1,208)
was reported for the content statement (#37) which related to a
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comparison of profits from selling credit and selling merchandise.
The lowest standard deviation (0.617) was reported for the content
statement (//33) which related to the use of credit.

Thus, Table 3

illustrates that the responses of professors who prepare consumer
education teachers varied the most for the content statement related
to a comparison of profits from selling credit and selling mer
chandise and varied the least for the content statement related to
the effects of credit.
Table 4 was derived from the mean scores reported in Table 3.
Table 4 shows the mean scores of each content statement in descend
ing rank order.

The table reveals that the ten highest ranked con

tent statements had a mean score of 4.273 or greater.

Therefore,

it is likely that programs to prepare consumer education teachers
in Michigan will universally emphasize these content statements more
than others.

The opposite can be stated for the 10 lowest ranked

content statements whose mean scores were 3.438 or less.

Table 4

shows that 48 of the 49 content statements (98%) had mean scores
of 3.000 or greater.

Consequently, professors who prepare consumer

education teachers in Michigan overwhelmingly emphasize the content
statements at the higher end of the emphasis scale.
Similar to Table 3, Table 5 shows the number of responses, sum,
mean, variance, and standard deviation for each of the 49 content
statements.

However, Table 5 differs from Table 3 in that Table 5

reports the findings of the business education professors whereas,
Table 3 reports the findings from all professors.
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Analysis of Table 5 illustrates that the highest mean score
(4.556) was reported for the content statement (#18) which related
to citizen rights and responsibilities.

The lowest mean score

(2.333) was reported for the content statement (#49) which related
to a national health care program.

As a result, the most emphasized

consumer education content statement by business education pro
fessors who prepare consumer education teachers in Michigan related
to citizen rights and responsibilities.

The least emphasized con

tent statement related to a national health care program.
Table 5 also reveals that the highest standard deviation (1.364)
was reported for the content statement (#12) which related to using
community resources to teach consumer education.

The lowest stand

ard deviation (0.500) was reported for the content statement (#49)
which related to a national health care program.

Therefore, the

responses of business education professors who prepare consumer
education teachers varied the most for the content statement related
to using community resources to teach consumer education and varied
the least for the content statement related to a national health
care program.
Just as Table 4 was derived from Table 3, Table 6 was derived
from the mean scores of Table 5.

Table 6 reveals the mean scores

of each content statement in descending rank order.

The table shows

that the ten highest ranked content statements had a mean score of
4.000 or greater.

Consequently, it is likely that business edu

cation programs to prepare consumer education teachers in Michigan
will universally emphasize these content statements more than others.
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The opposite can be noted for the 10 lowest ranked content state
ments whose mean scores were 2.889 or less.

Table 6 also illus

trates that 39 of the 49 content statements (79.6%) had mean scores
of 3.000 or greater.

Therefore, business education professors who

prepare consumer education teachers in Michigan significantly
emphasize the content statements at the higher end of the emphasis
scale.
The number, sum, mean, variance, and standard deviation of
responses to content statements by all professors and business
education professors were shown in Table 3 and Table 5 respectively.
Continuing this pattern, Table 7 shows the number, sum, mean, vari
ance, and standard deviation of responses to content statements by
home economics professors.
Investigation of Table 7 shows that the highest mean score
(4.609) was reported for three content statements (#33, #13, and
#12).

Of the three content statements, two (#33 and #13) related

to the effects and overuse of credit and the other content statement
(#12) related to using community resources to teach consumer edu
cation.

The lowest mean score (3.087) was reported for the content

statement (#15) which related to the metric system.

Consequently,

the most emphasized consumer education content statements by home
economics professors who prepare consumer education teachers in
Michigan related to credit as well as using community resources to
teach consumer education.

The least emphasized content statement

related to the metric system.
Table 7 also shows that the highest standard deviation (1.283)
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NUMBER, SUM, MEAN, VARIANCE, AND STANDARD DEVIATION OF RESPONSES
BY THE HOME ECONOMICS PROFESSORS TO EACH CONTENT STATEMENT
OF THE QUESTIONNAIRE

Content Statement
0.723
Ln today's marketplace

0.715

: life and health

Ways for consumers to educate themselves
Federal environmental protection laws

10. Manufacturer compromise of product safety
r manufacturer's

1.325
1.625

1.275
1.1A3
1.283

d difficulty of determining
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was reported for the content statement (#22) which related to gov
ernmental regulations for the marketing and handling of chemicals
and pesticides.

The lowest standard deviation (0.583) was reported

for the content statement (#12) which related to using community
resources to teach consumer education.

Consequently, the responses

of home economics professors who prepare consumer education teachers
varied the most for the content statement related to governmental
regulations for the marketing of chemicals and pesticides and varied
the least for the content statement related to using community
resources to teach consumer education.
Just as Table 4 and Table 6 were extensions of Table 3 and
Table 5 respectively, Table 8 is an extension of Table 7.

Table 8

shows the mean scores of each content statement in descending rank
order.

The table reveals that the 10 highest ranked content state

ments had a mean score of 5.391 or greater.

Therefore, it is likely

that home economics programs to prepare consumer education teachers
in Michigan will universally emphasize these content statements
more than others.

The opposite can be stated for the 10 lowest

ranked content statements whose mean scores were 3.545 or less.
Table 8 also depicts that all 49 content statements (100%) had
mean scores of 3.087 or greater.

Consequently, home economics pro

fessors who prepare consumer education teachers in Michigan unan
imously emphasize the content statements at the higher end of the
emphasis scale.
Table 9 shows the mean scores of each content statement in
descending rank order for all professors, business education
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professors, and home economics professors.

Table 9 is a composite

of Tables 4, 6, and 8 showing the various rankings of professors'
responses to content statements.
eral interesting findings.

Analysis of Table 9 reveals sev

For instance, the disparate rankings of

the content statement (//12) which related to using community re
sources to teach consumer education suggests a notable difference
of opinion between the business education and home economics pro
fessors.

Another

pair of disparate rankings are observed for the

content statement (#16) which related to the effects of discounts,
prizes, sales, loss leaders and trading stamps upon prices.

Very

similar rankings are observed for a number of content statements.
That is, the following content statements (#2, #3, #8, #9, #33,
and #38) had similar rankings for the business education and home

•

economics professors:
— Role of consumer in today's marketplace
— Standardization of life and health insurance policies
— Cigarette and other health-suspect product advertising
— Industry's role to provide products which will last as
long as possible
— Effects of credit usage upon consumers
— Determination of who pays for advertising
Readers of Table 9 should keep two important factors in mind.
First, although all professors of business education and home
economics who are involved in the pre-service training of consumer
education teachers in Michigan were surveyed, both groups of pro
fessors were relatively small and the condition of ties among means
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exists which may diminish the significance of the results.

Secondly,

the home economics group was approximately 2 1/2 times larger than
the business education group which may account for the tendency of
the total group ranking to favor the home economics group ranking.

Findings Related to the General Categories
of Consumer Education Content

The findings reported in this section were related to deter
mining the content emphasis placed upon the following six general
categories of consumer education content:
1.

direct influence of industry

2.

advertising and promotion

3.

instructional procedures

4.

assistance to the consumer

5.

legislation

6.

consumer protection

As previously noted, all 49 content statements were classified into
six categories in precisely the same manner as they were classified
in the Rennebohm (1971) study.

Table 70 (Appendix J, p. 196) illus

trates the categorization of the content statements.
Table 10 shows the department affiliation, questionnaire desig
nation, and mean score data related to the six categories.

Table 10

yields that the mean scores for the categories was as follows:
Range

of mean

scores

forCategoryI:2.222-

5.000

Range

of mean

scores

forCategoryII:2.000-

5.000

Range

of mean

scores

forCategoryIII:2.000-

5.000
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TABLE 10
H SIX CATEGORIES FOR ALL QUESTIONNAIRES

4.222
4.222

4 .286

3.778

3.857

3.857

4.556

4.143

4.429

4.286

3.111

2.857

3.000

4.778

4.857

4.857

4.556

4.714

3.778

3.000

5.000

5.000

4.556

4.714
3.714
3.429

3.286

3.571

3.714

3.857

3.143

3.857

4.286
4.000
4.571
4.556

4.571

3.333

3.286

4.444

3.571

2.429

3.500

3.333

5.000

5.000

4.429

3.286

3.333

3.571

3.429

3.444

2.857

2.714

3.556

4.143

3.000

2.286

3.143

2.143

3.333

3.714

4.571

4.000

4.222

3.429

4.286

3.667

3.857
3.857

3.111

2.571
4.286

3.000

3.429
the 49 content statemen
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Range of mean scores for Category IV:

2.000 - 5.000

Range of mean scores for Category V:

2.222 - 5.000

Range of mean scores for Category VI:

2.400 - 5.000

The range of means for the categories does not appear to signifi
cantly vary among the categories.
As an extension of Table 10, Table 11 shows the number of
responses included in the subsequent calculations of the table as
well as the sum of questionnaire means which is simply the sum of
mean scores for each of the six categories as reported in Table 10.
Table 11 also reports the mean of questionnaire mean scores which
is the sum of the questionnaire mean score divided by the number of
responses.

Following this, the variance and standard deviation of

the means are shown.

In short, Table 11 is a summarization of data

reported from Table 10.
Table 11 reveals that the mean of means ranged from 4.127 to
3.579.

Categories I and II had very similar mean of means.

Another

interesting aspect of Table 11 was that the category with the highest
mean score had the lowest standard deviation scores.

Conversely,

the category with the lowest mean score had the highest standard
deviation.

This suggests that the professors placed the most em

phasis on Instructional Procedures with the least amount of varia
bility.

The opposite was true for the category of Legislation.

Table 12 represents another perspective of Table 11 on a rank
ordered basis in that Table 12 depicts the mean of mean scores of
the six categories in descending rank order.

The difference between

the mean of means of Categories III and I was the largest.

This
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TABLE 11

NUMBER OF RESPONSES, SUM OF QUESTIONNAIRE MEANS, MEAN OF QUESTIONNAIRE MEANS,
VARIANCE OF QUESTIONNAIRE MEANS, AND STANDARD DEVIATION OF
QUESTIONNAIRE MEANS FOR THE SIX CATEGORIES OF
CONTENT STATEMENTS BY ALL PROFESSORS

Category Number and Name

N

Sum of
Means

Mean of
Means

Variance
of Means

S tandard
Deviation
of Means

Influence of Industry

33

125.651

3.808

0.494

0.703

II

Advertising and Promotion

33

125.214

3.794

0.528

0.727

III

Instructional Procedures

33

136.179

4.127

0.462

0.680

Assistance to the Consumer

33

121.762

3.690

0.540

0.735

Legislation

33

118.111

3.579

0.647

0.804

Consumer Protection

33

124.600

3.776

0.554

0.744

I

IV
V
VI

96
indicates that Instructional Procedures was clearly the most empha
sized category by the professors.

The responses of the professors

to categories I, II, VI show minor variations.

Legislation was found

to be the least emphasized category by all the professors.

TABLE 12
MEAN OF MEANS OF THE SIX CATEGORIES
RANKED IN DESCENDING ORDER
BY ALL PROFESSORS
Category Number and Name
Ill

Mean of Means

Rank

Instructional Procedures

4.127

1.000

Influence of Industry

3.808

2.000

II

Advertising and Promotion

3.794

3.000

VI

Consumer Protection

3.776

4.000

IV

Assistance to the Consumer

3.690

5.000

Legislation

3.579

6.000

I

V

Showing a similar format as Table 11, Table 13 differs from
Table 11 in that the responses were based upon data reported by the
business education professors, whereas Table 11 reflected the
responses of all professors.
ranged from 3.810 to 3.148.

Table 13 yields that the mean of means
Table 13 also shows that the category

with the highest mean score had the highest standard deviation.

This

indicates that the business education professors placed the most
emphasis on Instructional Procedures but their responses also varied
the most.

The least emphasized category according to the business

education professors was Legislation.

The category with the least
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TABLE 13
NUMBER OF RESPONSES, SUM OF QUESTIONNAIRE MEANS, MEAN OF QUESTIONNAIRE MEANS,
VARIANCE OF QUESTIONNAIRE MEANS, AND STANDARD DEVIATION OF QUESTIONNAIRE
MEANS FOR THE SIX CATEGORIES OF CONTENT STATEMENTS
BY THE BUSINESS EDUCATION PROFESSORS

I
II
III
IV
V
VI

Category Number and Name

N

Sum of
Means

Mean of
Means

Variance
of Means

Standard
Deviation
of Means

Influence of Industry

9

31.556

3.506

0.145

0.381

Advertising and Promotion

9

31.714

3.524

0.449

0.670

Instructional Procedures

9

34.286

3.810

0.653

0.808

Assistance to the Consumer

9

29.000

3.222

0.424

0.651

Legislation

9

28.333

3.148

0.256

0.506

Consumer Protection

9

29.900

3.322

0.362

0.602

varying responses was Influence of Industry.
Just as Table 12 was an extension of Table 11, Table 14 was an
extension of Table 13.

The difference between the mean of means

categories III and II was the largest.

This suggests that Instruc

tional Procedures was clearly the most emphasized category by the
business education professors.

The responses of the business

education professors to categories II and I show a minor variation.
Legislation was found to be the least emphasized category by the
business education professors.

TABLE 14
MEAN OF MEANS OF THE SIX CATEGORIES
RANKED IN DESCENDING ORDER BY THE
BUSINESS EDUCATION PROFESSORS
Category Number and Name
Ill
II
I

Mean of Means

Rank
1.000

Instructional Procedures

3.810

Advertising and Promotion

3.524

2.000

Influence of Industry

3.506

3.000
4.000

VI

Consumer Protection

3.322

IV

Assistance to the Consumer

3.222

5.000

Legislation

3.148

6.000

V

Having a structure similar to Table 11 and 13, Table 15 reveals
data from the home economics professors.

Table 15 illustrates that

the mean of mean scores ranged from 4.275 to 3.773.

In addition,

Table 15 shows that the category with the highest mean had the lowest
standard deviation.

The suggests that the home economics professors
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TABLE 15
NUMBER OF RESPONSES, SUM OF QUESTIONNAIRE MEANS, MEAN OF QUESTIONNAIRE MEANS,
VARIANCE OF QUESTIONNAIRE MEANS, AND STANDARD DEVIATION OF QUESTIONNAIRE
MEANS FOR THE SIX CATEGORIES OF CONTENT STATEMENTS
BY THE HOME ECONOMICS PROFESSORS

Category Number and Name

N

Sum of
Means

Mean of
Means

Variance
of Means

S tandard
Deviation
of Means

Influence of Industry

23

90.540

3.937

0.608

0.780

II

Advertising and Promotion

23

90.071

3.916

0.553

0.744

III

Instructional Procedures

23

98.321

4.275

0.356

0.597

Assistance to the Consumer

23

89.333

3.884

0.500

0.707

Legislation

23

86.778

3.773

0.718

0.847

Consumer Protection

23

91.400

3.974

0.538

0.734

I

IV
V
VI

\o
VO

placed the most emphasis on Instructional Procedures with the least
amount of variability.

The opposite was true for the category of

Legislation.
Table 16 was an extension of Table 15.

Table 16 reveals that

the difference between the mean of mean of categories III and VI was
the largest.

This implies that Instructional Procedures was clearly

the most emphasized category by the home economics professors.

The

responses of the home economics professors to categories VI, I, and
II show minor variations.

Legislation was found to be the least

emphasized category by the home economics professors.

TABLE 16
MEAN OF MEANS OF THE SIX CATEGORIES
RANKED IN DESCENDING ORDER BY THE
HOME ECONOMICS PROFESSORS
Category Number and Name
Ill
VI
I

Mean of Means

Rank

Instructional Procedures

4.275

Consumer Protection

3.974

2.000

Influence of Industry

3.937

3.000

1.000

II

Advertising and Promotion

3.916

4.000

IV

Assistance to the Consumer

3.884

5.000

Legislation

3.773

6.000

V

To reveal any differences in the rankings reported from Tables
12, 14, and 16, Table 17 shows the six categories and the ranks of
responses for all professors, business education professors, and the
home economics professors.

Table 17 illustrates that Instructional
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Procedures was the most emphasized category on all three accounts.
Conversely, Legislation was the least emphasized category.

Table 17

also shows a notable difference in ranking of Advertising/Promotion
and Consumer Protection.

This was considered to be a likely finding.

It would be expected that business education professors would
emphasize a business related category like Advertising and Promotion
more than Consumer Protection.
economics professors.

The opposite was true for the home

Aside from this difference in the rankings,

the business education and home economics professors tended to hold
similar opinions concerning the emphasis placed upon general cate
gories of consumer education content.

TABLE 17
MEAN OF MEANS OF THE SIX CATEGORIES RANK ORDERING
BY ALL PROFESSORS, THE BUSINESS EDUCATION
PROFESSORS, AND THE HOME ECONOMICS
PROFESSORS

I
II
III
IV
V
VI

Home
Economics
Ranking

Total
Group
Ranking

Business
Education
Ranking

Influence of Industry

2.000

3.000

3.000

Advertising and Promotion

3.000

2.000

4.000

Category Number and Name

Instructional Procedures

1.000

1.000

1.000

Assistance to the Consumer

5.000

5.000

5.000

Legislation

6.000

6.000

6.000

Consumer Protection

4.000

4.000

2.000
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Findings Related to Institutions

Another descriptive treatment of the data involved the inde
pendent variable of institutional affiliation as reported by re
spondent on the survey questionnaire.

Table 18 shows a rank order

ing of means of respondents on an institutional basis.

The insti-

tuional names and number of respondents are withheld to protect the
anonymity.

TABLE 18
MEAN OF RESPONSES FROM ALL 33 RESPONDENTS
ON AN INSTITUTIONAL BASIS

Institution
College A

Mean of Responses
From Respondents

sV

College B*

4.531
4.306

College c"

4.265

College D

4.224

University E

4.031

University F

3.959

University G**

3.956

University H

3.878

University I**

3.816

College J

3.790

University K

3.367

University L

3.173

College M

2.714

College N

2.510

*Private institution
**Public institution
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Of the 14 schools represented in the study, six schools (42.9%)
had one respondent, three schools (21.4%) had two respondents, three
schools (21.4%) had three respondents, one school (7.1%) had five
respondents, and one school (7.1%) had seven respondents.
Of the 14 institutions, 7 (50%) were colleges and 7 (50%)
were universities.

Seven (50%) were private institutions and 7 (50%)

were public institutions.

Of the 33 respondents, 12 (36.4%)

represented private schools and 21 (63.6%) represented public
schools.

The mean of means for the private schools was higher than

the mean of means for the public schools.
Table 18 reveals that the mean scores ranged from 4.531 to
2.510.

Thus, the higher mean was 80.5% greater than the lowest mean.

The wide range between the two schools was interesting to note
because the schools had similar characteristics.

Both schools were

small, private colleges located in the same geographical region of
the state.

Both schools had the same number of respondents with

identical departmental affiliations.

As a result, generalizations

concerning the wide range of responses could not be made.
Of the institutions with two or more respondents, the least
variability of responses was reported at a state supported univer
sity.

This suggests that the overall emphasis placed upon selected

aspects of consumer education would vary the least at that institu
tion.

As to be expected, there was a tendency for the measures of

variability to increase as the number of respondents from a partic
ular institution increased.
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Findings Related to the Correlation of Department Affiliation
With Emphasis Placed Upon Content Statements

This section of the findings pertains to a correlational treat
ment of the data.

This treatment was applied to determine the degree

of relationship between departmental affiliation of business educa
tion or home economics and responses to content statements.

In this

case, the independent variable of departmental affiliation was a
dichotomous variable and the dependent variable of responses to a
content statement as measured by the emphasis scale of the question
naire was an interval variable.

As a result, an algebraically sim

plified Pearson product-moment correlation coefficient called the
point-biserial correlation coefficient was calculated for each of
the 49 content statements and reported in Table 19.

An analysis of

the point-biserial correlation coefficients in Table 19 yields the
following grouped breakdown of absolute values of the correlation
coefficients:

the grouped interval of 0.000 - 0.099 has a frequency

of 9 (18%), 0.100 - 0.199 a frequency of 13 (27%), 0.200 - 0.299 a
frequency of 6 (12%), 0.300 - 0.399 a frequency of 14 (29%), and
0.400 - 0.499 a frequency of 7 (14%) .

These findings can be phrased

to state that 86% of the point-biserial correlation coefficients had
absolute values of 0.399 or less.

As another descriptor, the abso

lute values of the point-biserial correlation coefficients ranged
from 0.017 for content statement #41 to 0.492 for content statement
#35.
Using absolute values of the point-biserial correlation coef
ficients, the most relationship between departmental affiliation and
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emphasis placed upon content statement was reported for the content
statement (#35) which related to bias in governmental or commercially
produced information used in a consumer education course.

The

least relationship between the two variables was shown for the
content statement (#41) which related to motivations which stimulate
consumers to buy.
The positive values of the point-biserial correlation coeffi
cient represented those content statements with higher means for
home economics professors.

With 46 of the 49 correlation coeffi

cients (93.9%) having positive values, it can be stated that the
home economics professors reported placing the most emphasis upon
46 of the 49 (93.9%) content statements.

Summary of the Findings

The purpose, problem, and subproblems of the present study were
described at the beginning of this chapter.

The results of the data

collection procedure as well as the five sections of the findings
were also described.
The first section related the findings on a respondent basis.
It was reported that the mean scores of the 33 respondents ranged
from 5.000 to 2.510.

The mean of all questionnaires was 3.781.

mean of business education questionnaires was 3.408.

The

The mean of

home economics questionnaires was 3.945.
The second section related findings about the 49 content state
ments.

The highest mean score was reported for two content state

ments which related to the effects and overuse of credit.

The
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lowest mean score was reported for the content statement which
related to the metric system.

The highest and lowest mean scores

for all content statements for the business education and home
economics professors were also reported.
The third section related findings about the general categories
of consumer education content.

The highest mean score for a cate

gory was reported for Instructional Procedures.

The lowest mean

score for a category was reported for Legislation.

The highest and

lowest mean scores for the categories were also reported for the
business education and home economics professors.
The fourth section related findings about the institutions.

It

was reported that the mean scores from respondents at particular
institutions ranged from 4.531 to 2.510.
The fifth section related the findings to the correlation be
tween departmental affiliation and emphasis placed upon content
statement.

A point-biserial correlation coefficient was calculated

for each content statement.

It was reported that 86% of the absolute

values of the point-biserial correlation coefficient were 0.399 or
less.

It was also noted that the home economics professors reported

placing the most emphasis upon 46 of the 49 (93.9%) of the content
statements.
A summary of the study, conclusions, discussion of findings and
conclusions, and recommended applications of the information from the
study as well as future topics for study were presented in Chapter V.
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CHAPTER V

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

Summary

Events over the past several years suggest that the consumer
education movement in Michigan is expanding.

For example, the Con

sumer Educators of Michigan have enjoyed a rapid increase in member
ship since its 1976 founding.

The 1977 formation and developmental

effort of the Adhoc Committee on Consumer Education is another
example of consumer education expansion in Michigan.

The final

approval and planned dissemination of the Michigan Consumer Educa
tion Guidelines by the Michigan Board of Education as well as a
number of legislative attempts to establish a compulsory consumer
education course for Michigan high schools can also be cited as
examples of the consumer education expansion.
Despite this growth, there was very little information about
the preparation of consumer education teachers.

Consequently, the

purpose of the present study was to provide information about the
pre-service training of Michigan consumer education teachers.

The

study investigated the problem of the emphasis placed upon selected
aspects of consumer education content by professors who prepare
consumer education teachers in Michigan colleges and universities.
Three subproblems were also investigated.

The first subproblem was

to determine the content emphasis placed upon the following

109
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categories of consumer education:

(1) direct influence of industry,

(2) advertising and promotion, (3) instructional procedures,
(4) assistance to the consumer, (5) legislation, and (6) consumer
protection.

The second subproblem was to determine if the emphasis

placed upon selected aspects of consumer education content varied
among the Michigan institutions that prepare consumer education
teachers.

The third subproblem was to determine the degree of rela

tionship between departmental affiliation of business education or
home economics and emphasis placed upon selected aspects of consumer
education content.
The development of consumer education, the dominant subject
matter disciplines associated with consumer education, and related
studies in consumer education were discussed in the review of related
literature.

The highlights of the preceding sections of the review

of related literature are reviewed in the following paragraphs.
Throughout its development, consumer education has been greatly
influenced by political, economic, and technological events.

Events

such as the Industrial Revolution, the Great Depression of the 1930s,
World War II, the 195 7 successful launching of the Russian Sputnik,
President Kennedy's 1962 Declaration of the Consumer Bill of Rights,
and more recently a high rate of inflation have either enhanced or
diminished the climate for consumer education.

It was suggested in

the literature that the impact of such events has steered consumer
education through periods of boom and recession.

In fact, the

development of consumer education is often described as cyclical.
Knowledge of the cycles of consumer education as described in the
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literature can lead to an understanding that the current thrust of
consumer education will be dramatically influenced by future
economic, political, and technological events.

In essence, the

literature suggested that a high interest in consumer education
today was no guarantee that such interest would be invested in the
future.
The second section of the review of related literature included
a discussion of the dominant subject matter disciplines associated
with consumer education.

It was reported that home economics was

the first subject matter discipline associated with consumer educa
tion.

Business education was identified as the other dominant

subject matter discipline associated with consumer education.

Al

though entering the field some twenty years after the home economists,
the business educators became the subject matter discipline most
often associated with consumer education by the late 1930s.

The

literature referred to the fact that neither business education nor
home economics were fully qualified to assume full leadership for the
teaching of consumer education.

It was also noted that an inter

disciplinary approach to consumer education was recommended as a
solution to resolve the rivalry between subject matter disciplines.
One author (Jelley, 1978) went so far as to assert that consumer
education should evolve into a subject matter discipline.
The third section of review of related literature was related to
the results of consumer education studies.
were reviewed.

Two types of studies

One type of study addressed the question of the

adequacy of consumer education teacher preparation.

The other type
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of study was related to the relationship between business education
and home economics groups.

Four studies reported that the prepara

tion of consumer education teachers was inadequate.

Four of five

studies reported that business education and home economics groups
generally had similar philosophical and commitment opinions about
selected aspects of consumer education.
The methodology of this study included six steps.
step involved developing a data gathering instrument.

The first
The resultant

instrument was a mailed questionnaire modified from a prior study.
The second step included validating the questionnaire through a
panel of consumer education experts as well as conducting a pilot
study.

Selecting a respondent population was the third step of the

methodology.

The population was defined to include all business

education and home economics professors in Michigan currently in
volved in the preparation of consumer education teachers.

The fourth

step involved mailing the questionnaire to the population of 36 pro
fessors.

Satisfying the concerns of a human subjects review com

mittee and mailing the questionnaires to the population were aspects
of this step.

The fifth step included organizing the gathered data.

This step involved preparing the data for treatment.

Selecting the

treatments for the data was the sixth step of the methodology.

Since

the study surveyed an identified population, all data were descrip
tively treated.
In addition to reporting a 91.7% return of usable questionnaires,
the findings of the study were divided into five sections.

Measures

of central tendency and variability for all respondents were reported
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in the first section.

The range of questionnaire mean scores on a

group basis was as follows:

all professors, 2.510 to 5.000; busi

ness education professors, 2.694 to 3.959; home economics profes
sors, 2.510 to 5.000.

The mean of all mean scores on a group

basis was as follows:

all professors, 3.781; business education

professors, 3.408; home economics professors, 3.945.

It was noted

that the business education professors had higher measures of varia
bility for responses than did the home economics professors.
Measures of central tendency and variability for all content
statements were reported in the second section.

It was found that

the two content statements which related to the effects and overuse
of credit had the highest mean score.

The content statement which

related to the metric system had the lowest mean score.

The highest

and lowest mean scores for the business■education and home economics
professors were also reported.
Measures of central tendency and variability for the six general
categories of consumer education content were reported in the third
section of the findings.

It was found that the category of Instruc

tional Procedures had the highest mean score.
to be the category with the lowest mean score.

Legislation was found
Business

education

and home economics professors emphasize the following four of six
categories of consumer education content in the same order of im=
portance:

Instructional Procedures, Influence of Industry, Assist

ance to the Consumer, and Legislation.
Findings about respondents at different institutions were re
ported in the fourth section.

It was found that the mean score from
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professors at different institutions ranged from 4.531 to 2.510.
That is, the mean score of a professor at one school was nearly 81%
higher than the mean score of another professor at a different
school.
The fifth section related findings to a correlation of the data
between departmental affiliation of business education or home
economics and emphasis placed upon selected aspects of consumer
education content.

Since the independent variable (departmental

affiliation) was dichotomous and the dependent variable (response
from emphasis scale) interval, a point-biserial correlation coef
ficient was calculated for each content statement.

The results of

this treatment show that the absolute values of the point-biserial
correlation coefficients ranged from 0.017 for the content statement
(#41) which related to buying motives to 0.492 for the content
statement (#35) which related to bias in governmental or commer
cially produced information.

Furthermore, the majority (86%) of

the point-biserial correlation coefficients had absolute values of
0.399 or less.

Conclusions

The following conclusions were drawn from the findings of the
study as reported in Chapter IV:
1.

Of selected aspects of consumer education content, Michigan

professors who prepare consumer education teachers place the great
est emphasis upon the effects and overuse of credit.

This conclusion

was drawn from finding that the two content statements which related
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to the effects and overuse of credit had the highest mean score of
4.545.
2.

Of selected aspects of consumer education content, Michigan

professors who prepare consumer education teachers place the least
emphasis upon the metric system.

This conclusion was drawn from

finding that the content statement which related to the metric
system had the lowest mean score of 2.909.
3.

Of six general categories of consumer education content,

Michigan professors who prepare consumer education teachers place
the greatest emphasis upon Instructional Procedures.

This conclu

sion was drawn from finding that the category of Instructional Pro
cedures had the highest mean score of 4.127.
4.

Of six general categories of consumer education content,

Michigan professors who prepare consumer education teachers place
the least emphasis upon Legislation.

This conclusion was drawn from

finding that the category of Legislation had the lowest mean score
of 3.579.
5.

Business education and home economics professors who pre

pare consumer education teachers in Michigan tend to hold similar
opinions concerning the emphasis placed upon general categories of
consumer education content.

This conclusion was drawn from finding

that the business education and home economics professors emphasize
the following four of six categories of consumer education content in
the same order of importance:

Instructional Procedures, Influence

of Industry, Assistance to the Consumer, and Legislation.
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6.

The emphasis placed upon selected aspects of consumer edu

cation content varies considerably among the 14 institutions that
prepare consumer education teachers in Michigan.

This conclusion was

drawn from finding that the mean score of responses from professors
at different institutions ranged from 4.531 to 2.510.

A mean score

of 4.531 is nearly 81% greater than a mean score of 2.510.
7.

There appears to be a relatively low degree of relationship

between departmental affiliation of business education or home
economics and emphasis placed upon selected aspects of consumer
education content.

This conclusion was drawn from the finding that

86% of the point-biserial correlation coefficients between the two
variables had absolute values of 0.399 or less.

Discussion of the Findings and Conclusions

The following comments reflect the subjective interpretations of
the researcher.

The emphasis placed upon selected aspects of con

sumer education content by Michigan professors who prepare consumer
education teachers was found to be greater than anticipated.

Find

ing that 48 of the 49 (98%) content statements had mean scores at the
higher end of the emphasis scale was unexpected.

Studies by Davis

(1978), English (1971), Quinn (1976), and Green (1978) concluded
that some aspect of consumer education teacher preparation was
inadequate.

Consequently, it was reasonable to expect that the

emphasis of some consumer education content would be at the lower
end of the emphasis scale approaching some level of emphasis which
may be considered inadequate.

However, such was not the case.
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Concluding that business education and home economics profes
sors tend to hold similar opinions concerning the emphasis placed
upon general categories of consumer education content was anticipated
because similar conclusions were identified in the literature.
Burton (1970), Rennebohm (1971), and Swope (1976) found that similar
philosophical or commitment opinions toward some aspect of consumer
education were held by groups of business educators and home eco
nomists .
The finding that Michigan professors who prepare consumer edu
cation teachers place the greatest emphasis upon the category of
Instructional Procedures may be expected since the respondents were
professors involved in teacher preparation.

The finding that the

least emphasized category was Legislation illustrates a basic issue
in the teaching of consumer education

Some teachers feel that

consumer education instruction should emphasize content related to
the coping skills of consumers as reflected in the Assistance to the
Consumer and Consumer Protection categories.

Other teachers feel

that consumer education instruction should emphasize content related
to the citizenship skills of consumers as reflected in the Legislation
category.

Since Legislation was the least emphasized category,

it seems apparent that professors in Michigan place the least
emphasis upon the content related to citizenship skills.
The responses from the business education and home economics
professors had opposite rankings for the categories of Advertising/
Promotion and Consumer Protection.

This suggests a fundamental dif

ference between the business education and home economics professors.
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It may be that the business education professors emphasize more
content related to Advertising/Promotion than Consumer Protection
because content related to Advertising/Promotion is more often asso
ciated with the business curriculum.
Finding a wide variation in responses among professors from
various Michigan institutions was anticipated.

Green (1978) re

ported a similar finding in a nationwide study.

However, it was

most surprising to find that the two schools whose professor responses
varied the most had so many similar characteristics.

Because the two

institutions were so similar, generalizations concerning the wide
variation of responses could not be made.

Recommenda tions

Recommendations regarding (1) possible applications of the
information contained in the present study and (2) suggested future
topics for study are presented in this section.

The following

recommendations are made regarding possible applications of the
information contained in the present study:
1.

The information from this study could be used by professors

who are involved in the pre-service training of consumer education
teachers to compare aspects of their programs with those of partici
pants in the present study with respect to content emphasis.
2.

Persons who conduct in-service programs for consumer educa

tion teachers could use the information generated in the present
study to determine content emphasis considered important by pre
service consumer education professors.
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3.

The information generated in the present study could be

used by proponents of metric education to argue for greater content
emphasis in metric education from a consumer education perspective.
4.

Certain consumer education teacher educators could use the

information from the present study as evidence of the need to empha
size more content related to the consumer’s role in the legislative
process.
5.

The information from this study could be used by persons who

are considering careers as consumer education teachers to learn
more about consumer education content.
The following recommendations are made regarding suggested
future topics for study:
1.

As indicated in the review of related literature, there is

evidence to support the claim that consumer education teacher educa
tors feel more confident about their graduates' abilities than do the
graduates themselves.

Consequently, an important study would in

volve replicating the present study using graduating consumer
education teachers as the population.

Conducting such a study would

provide a basis to compare the graduates' responses with the pro
fessors' responses.
2.

Using the findings of the present study, a potentially

meaningful study would ask respondents similar to those in the
present study to identify sources of consumer education content
emphasized in the classroom such as textbooks, governmental publica
tions, consumer magazines, or business sponsored materials.
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3.

Since the present study indicates only the responses of

business education and home economics professors, a similar study
involving other respondents such as social studies or education
professors who are involved in the preparation of consumer education
teachers seems to be indicated.
4.

Conducting a similar study using the content of the Con

sumer Education Skills booklet as developed by the Adhoc Committee
on Consumer Education (1977) as the basis for a research question
naire would undoubtedly provide valuable information.

That is, the

emphasis placed upon selected aspects of consumer education content
derived from the Consumer Education Skills could be compared with
the emphasis placed upon selected aspects of consumer education
content derived from the present study.

This comparison would

provide more information about the pre-service training of Michigan
consumer education teachers.
5.

Since the present study related to "what is" information

about the preparation of consumer education teachers, an important
study could determine "what ought to be" information about the
preparation of consumer education teachers in Michigan.
6.

The present study could be replicated to provide information

regarding the emphasis of consumer education content in states other
than Michigan.
7.

The present study could be replicated in five years to

determine how social and political changes of those five years would
affect the emphasis of consumer education content.
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CONSUMER EDUCATION TEACHER CONTENT QUESTIONNAIRE
DIRECTIONS: L is te d below are 49 statements about po ssible consumer education teacher
pre p a ra tio n c on te nt. To the r ig h t o f each statem ent is a set o f fiv e p o s s ible choices
to in d ic a te your percep tion of how much content emphasis a prospe ctive consumer education
teacher would rece ive at your departm ent.
FOR EACH STATEMENT please check the le v e l o f emphasis which corresponds to your opinio n
about the content emphasis th a t a prospective consumer education teacher would receive
a t your department.
RESPONSE SCALE:

A continuum scale w ith fiv e po ssible choices ranging from "ZERO" emphasis
to "ABSOLUTE" emphasis. "ZERO" emphasis means no emphasis a t a l l . While
"ABSOLUTE" emphasis means emphasis to the f u ll e s t e x te n t.
Zero
|
Emphasis

I

|

[AbsoluteEmphasis

EXAMPLE:
Possible Consumer Education Teacher Content

Emphasis Scale

Michigan Consumer P ro te c tio n Act

|_______ |_______ |_______ [ _ * / _
Z e r o I | | | A b s o l u t e

I f you fe e l th a t th is content has "A bsolute" emphasis in the p re -s e rv ic e tr a in in g o f consumer
education teachers in your department, check "A b solu te■"

Possible Consumer Education Teacher Content

Emphasis Scale

Zero
2.

Role o f c

H

I

l to d a y 's m arketplace

H
H

6.

Ways fo r

7.

Federal environm ental p ro te c tio n lav

H

1

b

1

h

H

1

b

1

b

b

s s t -H10.

Manufact

r compromise o f product s afety

H
H

h

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

130

Overuse o f c r e d it r e s u ltin g from the
p r o life r a tio n o f c r e d it cards
License fo r te le v is io n and auto r e p a ir
persons and home improvement co n tra c to rs

1 fe d e ra l, c a b in e t-le v e l
>n agency

P u blic d is c lo s u re o f governmental
product te s t in fo rm a tio n

23.
24.

Complexity in and d i f f i c u l t y o f determ ining
Economic concepts in consumer education
taught from kind erga rten to grade twelve

Role of p ro fe ss io n a l consumer spokespeople
sucli as Ralph Nader and Vance Packard

: the consumer

33.

E ffe c ts o f c r e d it usage upon consumers
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4-— I

I

L,

T = P T -n ;;.
"l:—
38.

1-—

D eterm ination o f who pays fo r a d v e rtis in g

””i

I

I Irtbs

"f

P

41.

M otiv a tion s which s tim u la te consumers

42.

Deception in a t tr a c tiv e packaging

44.

Value o f guarantees and w arran ties found
on consumer products

H

45.

In flue nce o f market appeals and prom otional
p ra c tic e s on buying behavior

+ -H

49.

R ationale fo r a n a tio n a l he a lth care program

I
I I Lba
... I
...I
..L
"I

> in fo rm a tio n t

Please in d ic a te your departm ental a f f i l i a t i o n :

1

h

:'L

Business Education
_Home Economics

Please write t

Would you lik e to r

» o f your i n s t i t u t i o n a l a f f i li a t l o n : _

i

(School name)

copy o f the fin d in g s :

WOULD YOU PLEASE MAKE SURE THAT YOU HAVE RESPONDED TO EACH ITEM
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W E S T E R N M IC H IG A N U N IV E R S IT Y I
COLLEGE OF BUSINESS
Department of Business Education
and Administrative Services

I
I

133
KA I AM A ZOO. MI CH I G A N
49008

February 28, 1979

Name
Department name
School name
City, State, and Zip Code
Dear
I recently spoke with (name of contact person) who identified you as
a consumer resource person at (name of school). And as a fellow
consumer educator, I am most interested in your thoughts about the
preparation of consumer education teachers in Michigan.
That is, I am conducting a doctoral study to provide information about
the pre-service training of consumer education teachers in Michigan.
In fact, many people have encouraged me with this study because as
you know consumer education is on the move in Michigan, and we need
to know more about consumer education teachers.
But in order to learn more, I need your thoughts. Will you partici
pate in this study by completing the enclosed questionnaire? The
questionnaire asks for your perceptions to statements concerning con
tent emphasis that prospective consumer education teachers receive,
and completing it should only take a few moments of your time.
Since you are a member of a very select group of 36 consumer resource
persons throughout Michigan, your input is
extremely important and
very much needed. So please agree to participate in this study by
completing the questionnaire and returning it to me in the enclosed,
stamped pre-addressed envelope. As you know, your response will be
kept anonymous.
If you would like to receive a copy of the
appropriate response on the questionnaire.

findings, just check the

Remember your thoughts are very important!
Sincerely,

Michael C^L^nn
Assistant Professor and
Doctoral Candidate
Enclosures
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W E S T E R N M IC H IG A N U N IV E R S IT Y
COLLEGE OF BUSINESS
Department of Business Education
and Administrative Services

135
.AM A ZOO, MICHIGAN

March 21, 1979

Name
Department name
School name
City, State, and Zip Code
Dear
Several weeks ago a consumer education questionnaire was sent to you
as a consumer education resource person at your school. And since
this is a reminder letter, if you have returned the questionnaire by
the time this letter arrives, please accept my sincere thank you.
But if you have not responded to my invitation to participate in this
study, please remember that your input is extremely important. I
realize that you may have a very busy schedule, but completing the
questionnaire will only require a few moments of your time.
In addition, let me assure you that all responses will be given ano
nymity. As you know, the law prevents disclosing personal information
in such studies. Besides, the study is only concerned with group
data.
In the event the questionnaire has been misplaced, I will gladly send
another copy if you will call me "Collect" at 616-383-1907 (school)
or 616-385-2177 (home).
I need your help, so please agree to participate by mailing me your
completed questionnaire.
Sincerely,

I
Assistant Professor and
Doctoral Candidate
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W E S T E R N M IC H IG A N U N IV E R S IT Y
COLLEGE OF BUSINESS
Department of Business Education
and Administrative Services

137
KALAMAZOO. MICHIGAN

49008

April 4, 1979

Name
Department name
School name
City, State, and Zip Code
Dear
According to Ralph Waldo Emerson:
Thought is the blossom;
Language the bud;
Action the fruit behind it
Please let this passage serve as a reminder that I am still very
interested in your thoughts about consumer education teacher
preparation. So please agree to participate in the study by com
pleting the previously mailed questionnaire and returning it to me
in the stamped, pre-addressed envelope.
If the questionniare has been misplaced, I will gladly send another
copy if you will call me "Collect" at 616-383-1907 (school) or
616-385-2177 (home).
Believe me, the fruits of your action will be greatly appreciated.
Sincerely,

Michael GT<
Assistant Professor and
Doctoral Candidate
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W E S T E R N M IC H IG A N U N IV E R S IT Y
COLLEGE OF BUSINESS
Department of Business Education
and Administrative Services

139
KALAMAZOO. MICHIGAN

49008

April 10, 1979

Name
Department name
School name
City, State, and Zip Code
Dear
For the past several weeks I have been anxiously checking the mail
box for your response. But it hasn't arrived. As I noted before,
your response is extremely important to me.
In fact, it is so important that I have enclosed another question
naire and stamped, pre-addressed envelope to save you the time to
locate the previously mailed questionnaire and envelope. So please
take a few moments to complete and return the questionnaire to me.
Please, I don't want to sound as if I am hounding you, but the study
just won't be complete without your input.
Hoping to receive your response, I am
Cordially yours,

]
Assistant Professor and
Doctoral Candidate
Enclosures
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W E S T E R N M IC H IG A N U N IV E R S IT Y
COLLEGE OF BUSINESS
Department of Business Education
and Administrative Services

141
KALAMAZOO. MICHIGAN

49008

April 23, 1979

Name
Department name
School name
City, State, and Zip Code
Dear
As you know, there are so many things in life that are average.
Moreover, it is sad that mediocrity is so widely accepted. When
ever possible, I try to do my best and break through the mediocrity
barrier. And I am hoping that you feel the same way because I am
appealing to you to please complete and return the enclosed ques
tionnaire to me. In short, you can help me to make this a better
study.
If the letters I have sent you have given you the impression that
I am really interested in your thoughts, you are correct. I really
do want to hear from you.
Please take a few moments to help me.
Sincerely,

I
Assistant Professor and
Doctoral Candidate
Enclosures
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W E S T E R N M IC H IG A N U N IV E R S IT Y
COLLEGE OF BUSINESS
Department of Business Education
and Administrative Services

143
KALAMAZOO, MICHIGAN
4900B

May 21, 1979

Name
Department name
School name
City, State, and Zip Code
Dear
By unselfishly taking the time to respond to my consumer education
questionnaire, you have performed a great service for me. A service
for which I am indeed grateful.
With the data collection phase concluding on May 21, 1979, your
contribution enabled me to achieve a highly successful 91.7 percent
return of usable questionnaires. In short, your response was very
encouraging to me. And as soon as the findings of the study are
compiled, I will gladly send you a copy.
Once again, thank you for participating in the study.
Sincerely,

Michael
Assistant Professor and
Doctoral Candidate
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Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

3
9.38%
33.33%
33.33%

3
9.38%
33.33%
33.33%

3
9.38%
21.43%
33.33%

9
28.13%

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

6
18.75%
66.67%
26.09%

6
18.75%
66.67%
26.09%

11
34.38%
78.57%
47.83%

23
71.88%

0
0.00%

0
0.00%

9
28.13%

9
28.13%

14
43.75%

32
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TABLE 21
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #1
OF THE QUESTIONNAIRE

FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONETENT STATEMENT #2
OF THE QUESTIONNAIRE
Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

0

0

Zero
1

2

3

4

Absolute
5

Total

1
3.13%
50.00%
11.11%

1
3.13%
33.33%
11.11%

2
6.25%
28.57%
22.22%

5
15.63%
25.00%
55.56%

9
28.13%

0.00%
0.00%

0
0.00%
0.00%
0.00%

1
3.13%
50.00%
4.35%

2
6.25%
66.67%
8.70%

5
15.63%
71.43%
21.74%

15
46.88%
75.00%
65.22%

23
71.88%

0
0.00%

2
6.25%

3
9.38%

7
21.88%

20
62.50%

0

0.00%

32
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TABLE 22

FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #3
OF THE QUESTIONNAIRE
Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

5
16.13%
55.56%
55.56%

2
6.45%
33.33%
22.22%

2
6.45%
16.67%
22.22%

0
0.00%
0.00%
0.00%

9
29.03%

1

1
3.23%
100.00%
4.55%

4
12.90%
44.44%
18.18%

4
12.90%
66.67%
18.18%

10
32.36%
83.33%
45.45%

3
9.68%
100.00%
13.64%

22
70.97%

1
3.13%

9
28.13%

6
18.75%

12
37.50%

3
9.38%

31
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TABLE 23

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

To tal
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

4
12.50%
66.67%
44.44%

3
9.38%
42.86%
33.33%

1
3.13%
8.33%
11.11%

1
3.13%
16.67%
11.11%

9
28.13%

0

1
3.13%
100.00%
4.33%

2
6.25%
33.33%
8.70%

4
12.50%
57.14%
17.39%

11
34.38%
91.67%
47.83%

5
15.63%
83.33%
21.74%

23
71.88%

1
3.13%

6
18.75%

7
21.88%

12
37.50%

6
18.75%

32

150

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

TABLE 24
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECOOMICS
RESPONSES TO CONTENT STATEMENT #4
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00 %

4
12.90%
66.67%
44.44%

3
9.38%
27.27%
33.33%

2
6.45 %
28.57%
22.22%

0
0.00%
0.00%
0.00%

9
29.03%

1

0
0.00%
0.00%
0.00%

2
6.45%
33.33%
9.09%

8
25.81%
72.73%
36.36%

5
16.13%
71.43%
22.73%

7
22.58%
100.00%
31.82%

22
70.97%

0
0.00%

6
18.75%

11
34.38%

7
21.88%

7
21.88%

31
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TABLE 25
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #5
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.13%
33.33%
11.11%

1
3.13%
50.00%
11.11%

1
3.13%
14.29%
11.11%

6
18.75%
30.00%
66.67%

9
28.13%

0

0
0.00%
0.00%
0.00%

2
6.25%
66.67%
8.70%

1
3.13%
50.00%
4.35%

6
18.75%
85.71%
26.09%

14
43.75%
70.00%
60.87%

23
71.88%

0
0.00%

3
9.38%

2
6.25%

7
21.88%

20
62.50%

32
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TABLE 26
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #6
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.23%
50.00%
11.11%

7
22.58%
46.67%
77.78%

0
0.00%
0.00%
0.00%

1
3.23%
12.50%
11.11%

9
29.03%

1

1
3.23%
100.00%
4.55%

1
3.23%
50.00%
4.55%

8
25.81%
53.33%
36.36%

5
16.13%
100.00%
22.73%

7
22.58%
87.50%
31.82%

22
70.97%

1
3.13%

2
6.25%

15
46.88%

5
15.63%

8
25.00%

31
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TABLE 27
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT //7
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

3
9.68%
50.00%
33.33%

4
12.90%
36.36%
44.44%

1
3.23%
25.00%
11.11%

1
3.23%
11.11%
11.11%

9
29.03%

1

1
3.23%
100.00%
4.55%

3
9.68%
50.00%
13.64%

7
22.58%
63.64%
31.82%

3
9.68%
75.00%
13.64%

8
25.81%
88.89%
36.36%

22
70.97%

1
3.13%

6
18.75%

11
34.38%

4
12.50%

9
28.13%

31
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TABLE 28
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #8
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.13%
50.00%
' 11.11%

1
3.13%
50.00%
11.11%

6
18.75%
33.33%
66.67%

1
3.13%
20.00%
11.11%

0
0.00%
0.00%
0.00%

9
28.13%

0

1
3.13%
50.00%
4.35%

1
3.13%
50.00%
4.35%

12
37.50%
66.67%
52.17%

4
12.50%
80.00%
17.39%

5
15.63%
100.00%
21.74%

23
71.88%

2
6.25%

2
6.25%

18
56.25%

5
15.63%

5
15.63%

32
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TABLE 29
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #9
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.13%
25.00%
11.11%

5
15.63%
35.71%
55.56%

2
6.25%
28.57%
22.22%

1
3.13%
14.29%
11.11%

9
28.13%

0

0
0.00 %
0.00%
0.00%

3
9.38%
75.00%
13.04%

9
28.13%
64.29%
39.13%

5
15.36%
71.43%
21.74%

6
18.75%
85.71%
26.09%

23
71.88%

0
0.00%

4
12.50%

14
43.75%

7
21.88%

7
21.88%

32
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TABLE 30
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #10
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.13%
33.33%
11.11%

1
3.13%
100.00%
11.11%

3
9.38%
33.33%
33.33%

2
6.25%
20.00%
22.22%

2
6.25%
22.22%
22.22%

9
28.13%

0

2
6.25%
66.67%
8.70%

0
0.00%
0.00%
0.00%

6
18.75%
66.67%
26.09%

8
25.00%
80.00%
34.78%

7
21.88%
77.78%
30.43%

23
71.88%

3
9.38%

1
3.13%

9
28.13%

10
31.25%

9
28.13%

32
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TABLE 31
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #11
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

Absolute
2

3

4

Total

0

1
3.13%
100.00%
11.11%

0
0.00%
0.00%
0.00%

2
6.25%
66.67%
22.22%

2
6.25%
22.22%
22.22%

4
12.50c
21.05%
44.44%

9
28.13%

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

1
3.13%
33.33%
4.35%

7
21.88%
77.78%
30.43%

15
46.88%
78.95%
65.22%

23
71.88%

1
3.13%

0
0.00%

3
9.38%

9
28.13%

19
59.38%

32
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TABLE 32
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #12
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

1
3.13%
25.00%
11.11%

4
12.50%
57.14%
44.44%

4
12.50%
19.05%
44.44%

9
28.13%

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

3
9.38%
75.00%
13.04%

3
9.38%
42.86%
13.04%

17
53.13%
80.95%
73.91%

23
71.88%

0
0.00%

0
0.00%

4
12.50%

7
21.88%

21
65.63%

32
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TABLE 33
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #13
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

3
9.38%
60.00%
33.33%

4
12.50%
40.00%
44.44%

1
3.13%
9.09%
11.11%

1
3.13%
25.00%
11.11%

9
28.13%

0

2
6.25%
100.00%
8.70%

2
6.25%
40.00%
8.70%

6
18.75%
60.00%
26.09%

10
31.25%
90.91%
43.48%

3
9.38%
75.00%
13.04%

23
71.88%

2
6.25%

5
15.63%

10
31.25%

11
34.38%

4
12.50%
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TABLE 34
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #14
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.13%
25.00%
11.11%

4
12.50%
50.00%
44.44%

3
9.38%
27.27%
33.33%

1
3.13%
20.00%
11.11%

0
0.00%
0.00%
0.00%

9
28.13%

0

3
9.38%
75.00%
13.04%

4
12.50%
50.00%
17.39%

8
25.00%
72.73%
34.78%

4
12.50%
80.00%
17.39%

4
12.50%
100.00%
17.39%

23
71.88%

4
12.50%

8
25.00%

11
34.38%

5
15.63%

4
12.50%

32
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TABLE 35
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #15
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.23%
25.00%
11.11%

1
3.23%
33.33%
11.11%

4
12.90%
26.67%
44.44%

3
9.68%
33.33%
33.33%

9
29.03%

1

0
0.00%
0.00%
0.00%

3
9.68%
75.00%
13.64%

2
6.45%
66.67%
9.09%

11
35.48%
73.33%
50.00%

6
19.35%
66.67%
27.27%

22
70.97%

0
0.00%

4
12.50%

3
9.38%

15
46.88%

9
28.13%

31
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TABLE 36
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #16
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.23%
100.00%
11.11%

4
12.90%
66.67%
44.44%

2
6.45%
25.00%
22.22%

1
3.23%
12.50%
11.11%

1
3.23%
12.50%
11.11%

9
29.03%

1

0
0.00%
0.00%
0.00%

2
6.45%
33.33%
9.09%

6
19.35%
75.00%
27.27%

7
22.58%
87.50%
31.82%

7
22.58%
87.50%
31.82%

22
70.97%

1
3.13%

6
18.75%

8
25.00%

8
25.00%

8
25.00%
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TABLE 37
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #17
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row
Total
Percent of Total

Zero
1

2

3

4

Absolute
5

To tal

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

1
3.13%
33.33%
11.11%

2
6.25%
33.33%
22.22%

6
18.75%
27.27%
66.67%

9
28.13%

0

0
0.00%
0.00%
0.00%

1
3.13%
100.00%
4.35%

2
6.25%
66.67%
8.70%

4
12.50%
66.67%
17.39%

16
50.00%
72.73%
69.57%

23
71.88%

0
0.00%

1
3.13%

3
9.38%

6
18.75%

22
68.75%
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TABLE 38
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #18
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.23%
50.00%
11.11%

1
3.23%
33.33%
11.11%

3
9.68 %
75.00%
33.33%

3
9.68%
27.27%
33.33%

1
3.23%
9.09%
11.11%

9
29.03%

1

1
3.23%
50.00%
4.55%

2
6.25%
66.67%
9.09%

1
3.23%
25.00%
4.55%

8
25.81%
72.73%
36.36%

10
32.26%
90.91%
45.45%

22
70.97%

2
6.25%

3
9.38%

4
12.50%

11
34.38%

11
34.38%
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TABLE 39
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #19
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.13%
50.00%
11.11%

1
3.13%
16.67%
11.11%

1
3.13%
16.67%
11.11%

5
15.63%
50.00%
55.56%

1
3.13%
12.50%
11.11%

9
28.13%

0

1
3.13%
50.00%
4.35%

5
15.63%
83.33%
21.74%

5
15.63%
83.33%
21.74%

5
15.63%
50.00%
21.74%

7
21.88%
87.50%
30.43%

23
71.88%

2
6.25%

6
18.75%

6
18.75%

10
31.25%

8
25.00%

32
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TABLE 40
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #20
OF THE QUESTIONNAIRE

41

Emphasis; Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

2
6.45%
28.57%
22.22%

5
16.13%
45.45%
55.56%

1
3.23%
16.67%
11.11%

1
3.23%
14.29%
11.11%

9
29.03%

1

0
0.00%
0.00%
0.00%

5
16.13%
71.43%
22.73%

6
19.35%
54.55%
27.27%

5
16.13%
83.33%
22.73%

6
19.35%
85.71%
27.27%

22
70.97%

0
0.00%

7
21.88%

11
34.38%

6
18.75%

7
21.88%

31
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table

FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #21
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

3
9.68%
50.00%
33.33%

4
12.90%
33.33%
44.44%

1
3.23%
20.00%
11.11%

1
3.23%
20.00%
11.11%

9
29.03%

1

3
9.68%
100.00%
13.64%

3
9.68%
50.00%
13.64%

8
25.81%
66.67%
36.36%

4
12.90%
80.00%
18.18%

4
12.90%
80.00%
18.18%

22
70.97%

3
9.38%

6
18.75%

12
37.50%

5
15.63%

5
15.63%

31
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TABLE 42
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #22
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.23%
50.00%
11.11%

1
3.23%
50.00%
11.11%

5
16.13%
45.45%
55.56%

2
6.45%
12.50%
22.22%

9
29.03%

1

0
0.00%
0.00%
0.00%

1
3.23%
50.00%
4.55%

1
3.23%
50.00%
4.55%

6
19.35%
54.55%
27.27%

14
45.15%
87.50%
63.64%

22
70.97%

0
0.00%

2
6.25%

2
6.25%

11
34.38%

16
50.00%

31
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TABLE 43
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #23
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.23%
100.00%
11.11%

1
3.23%
20.00%
11.11%

2
6.25%
40.00%
22.22%

3
9.68%
33.33%
33.33%

2
6.45%
18.18%
22.22%

9
29.03%

1

0
0.00%
0.00%
0.00%

4
12.90%
80.00%
18.18%

3
9.68%
60.00%
13.64%

6
19.35%
66.67%
27.27%

9
29.03%
81.82%
40.91%

22
70.97%

1
3.13%

5
15.63%

5
15.63%

9
28.13%

11
34.38%

31
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TABLE 44
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #24
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

To tal

0

0
0.00%
0.00%
0.00%

2
6.45%
50.00%
22.22%

3
9.68%
50.00%
33.33%

1
3.23%
14.29%
11.11%

3
9.68%
23.08%
33.33%

9
29.03%

1

1
3.23%
100.00%
4.55%

2
6.45%
50.00%
9.09%

3
9.68%
50.00%
13.64%

6
19.35%
85.71%
27.27%

10
32.26%
76.92%
45.45%

22
70.97%

1
3.13%

4
12.50%

6
18.75%

7
21.88%

13
40.63%

31
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TABLE 45
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #25
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

2
6.45%
100.00%
22.22%

5
16.13%
55.56%
55.56%

1
3.23%
11.11%
11.11%

1
3.23%
10.00%
11.11%

9
29.03%

1

1
3.23%
100.00%
4.55%

0
0.00%
0.00%
0.00%

4
12.90%
44.44%
18.18%

8
25.81%
88.89%
36.36%

9
29.03%
90.00%
40.91%

22
70.97%

1
3.13%

2
6.25%

9
28.13%

9
28.13%

10
31.25%

31
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TABLE 46
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #26
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

2
6.45%
66.67%
22.22%

5
16.13%
55.56%
55.56%

1
3.23%
9.09%
11.11%

1
3.23%
12.50%
11.11%

9
29.03%

1

0
0.00%
0.00%
0.00%

1
3.23%
33.33%
4.55%

4
12.90%
44 .44%
18.18%

10
32.26%
90.91%
45.45%

7
22.58%
87.50%
31.82%

22
70.97%

0
0.00%

3
9.38%

9
28.13%

11
34.38%

8
25.00%

31
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TABLE 47
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #27
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

To tal
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.13%
50.00%
11.11%

3
9.38%
37.50%
33.33%

4
12.50%
44.44%
44.44%

1
3.13%
7.69%
11.11%

9
28.13%

0

0
0.00%
0.00%
0.00%

1
3.13%
50.00%
4.35%

5
15.63%
62.505%
21.74%

5
15.63%
55.56%
21.74%

12
37.50%
92.31%
52.17%

23
71.88%

0
0.00%

2
6.25%

8
25.00%

9
28.13%

13
40.63%

32
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TABLE 48
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #28
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.23%
16.67%
11.11%

4
12.90%
66.67%
44.44%

3
9.68%
30.00%
33.33%

1
3.23%
11.11%
11.11%

9
29.03%

1

0
0.00%
0.00%
0.00%

5
16.13%
83.33%
22.73%

2
6.45%
33.33%
9.09%

7
22.58%
70.00%
31.82%

8
25.81%
88.89%
36.36%

22
70.97%

0
0.00%

6
18.75%

6
18.75%

10
31.25%

9
28.13%

31
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TABLE 49
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #29
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

2
6.25%
66.67%
22.22%

2
6.25%
33.33%
22.22%

2
6.25%
16.67%
22.22%

3
9.38%
30.00%
33.33%

9
28.13%

0

1
3.13%
100.00%
4.35%

1
3.13%
33.33%
4.35%

4
12.50%
66.67%
17.39%

10
31.25%
83.33%
43.48%

7
21.88%
70.00%
30.43%

23
71.88%

1
3.13%

3
9.38%

6
18.75%

12
37.50%

10
31.25%

32
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TABLE 50
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #30
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.23%
33.33%
11.11%

2
6.45%
50.00%
22.22%

1
3.23%
14.29%
11.11%

5
16.13%
29.41%
55.56%

9
29.03%

1

0
0.00%
0.00%
0.00%

2
6.45 %
66.67%
9.09%

2
6.45%
50.00%
9.09%

6
19.35%
85.71%
27.27%

12
38.71%
70.59%
54.55%

22
70.97%

0
0.00%

3
9.38%

4
12.50%

7
21.88%

17
53.13%

31
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TABLE 51
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #31
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.13%
20.00%
11.11%

3
9.38%
33.33%
33.33%

4
12.50%
50.00%
44.44%

1
3.13%
11.11%
11.11%

9
28.13%

0

1
3.13%
100.00%
4.35%

4
12.50%
80.00%
17.39%

6
18.75%
66.67%
26.09%

4
12.50%
50.00%
17.39%

8
25.00%
88.89%
34.78%

23
71.88%

1
3.13%

5
15.63%

9
28.13%

8
25.00%

9
28.13%

32
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TABLE 52
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #32
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

5
15.63%
50.00%
55.56%

4
12.50%
20.00%
44.44%

9
28.13%

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

2
6.25%
100.00%
8.70%

5
15.63%
50.00%
21.74%

16
50.00%
80.00%
69.57%

23
71.88%

0
0.00%

0
0.00%

2
6.25%

10
31.25%

20
62.50%
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TABLE 53
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #33
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.13%
50.00%
11.11%

5
15.63%
55.56%
55.56%

2
6.25%
18.18%
22.22%

1
3.13%
10.00%
11.11%

9
28.13%

0

0
0.00%
0.00%
0.00%

1
3.13%
50.00%
4.35%

4
12.50%
44 .44%
17.39%

9
28.13%
81.82%
39.13%

9
28.13%
90.00%
39.13%

23
71.88%

0
0.00%

2
6.25%

9
28.13%

11
34.38%

10
31.25%
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TABLE 54
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #34
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.23%
100.00%
11.11%

2
6.45%
66.67%
22.22%

5
16.13%
45.45%
55.56%

0
0.00%
0.00%
0.00%

1
3.23%
12.50%
11.11%

9
29.03%

1

0
0.00%
0.00%
0.00%

1
3.23%
33.33%
4.55%

6
19.35%
54.55%
27.27%

8
25.81%
100.00%
36.36%

7
22.58%
87.50%
31.82%

22
70.97%

1
3.13%

3
9.38%

11
34.38%

8
25.00%

8
25.00%

31
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TABLE 55
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #35
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

3
9.38%
75.00%
33.33%

4
12.50%
33.33%
44.44%

2
6.25%
13.33%
22.22%

9
28.13%

0

0
0.00%
0.00%
0.00%

1
3.13%
100.00%
4.35%

1
3.13%
25.00%
4.35%

8
25.00%
66.67%
34.78%

13
40.63%
86.67%
56.52%

23
71.88%

0
0.00%

1
3.13%

4
12.50%

12
37.50%

15
46.88%
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TABLE 56
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #36
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.23%
50.00%
11.11%

2
6.45%
66.67%
22.22%

4
12.90%
44.44%
44.44%

1
3.23%
14.29%
11.11%

1
3.23%
10.00%
11.11%

9
29.03%

1

1
3.23%
50.00%
4 .55%

1
3.23%
33.33%
4.55%

5
16.13%
55.56%
22.73%

6
19.35%
85.71%
27.27%

9
29.03%
90.00%
40.91%

22
70.97%

2
6.25%

3
9.38%

9
28.13%

7
21.88%

10
31.25%

31

183

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

TABLE 57
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #37
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

To tal

0

0
0.00%
0.00%
0.00%

2
6.25%
50.00%
22.22%

4
12.50%
33.33%
44.44%

2
6.25%
33.33%
22.22%

1
3.13%
10.00%
11.11%

9
28.13%

0

0
0.00%
0.00%
0.00%

2
6.25%
50.00%
8.70%

8
25.00%
66.67%
34.78%

4
12.50%
66.67%
17.39%

9
28.13%
90.00%
39.13%

23
71.88%

0
0.00%

4
12.50%

12
37.50%

6
18.75%

10
31.25%
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TABLE 58
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #38
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

3
9.68%
60.00%
33.33%

4
12.90%
66.67%
44.44%

0
0.00%
0.00%
0.00%

2
6.45%
16.67%
22.22%

9
29.03%

1

0
0.00%
0.00%
0.00%

2
6.45%
40.00%
9.09%

6.45%
33.33%
9.09%

8
25.81%
100.00%
36.36%

10
32.26%
83.33%
45.45%

22
70.97%

0
0.00%

5
15.63%

6
18.75%

8
25.00%

12
37.50%

31

185

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

TABLE 59
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #39
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

6
19.35%
54.55%
66.67%

2
6.45%
20.00%
22.22%

1
3.23%
33.33%
11.11%

0
0.00%
0.00%
0.00%

9
29.03%

1

1
3.23%
100.00%
4.55%

5
16.13%
45.45%
22.73%

8
25.81%
80.00%
36.36%

2
6.45%
66.67%
9.09%

6
19.35%
100.00%
27.27%

22
70.97%

1
3.13%

11
34.38%

10
31.25%

3
9.38%

6
18.75%

31
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TABLE 60
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #40
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

1
3.13%
33.33%
11.11%

4
12.50%
30.77%
44.44%

4
12.50%
26.67%
44.44%

9
28.13%

0

0
0.00%
0.00%
0.00%

1
3.13%
100.00%
4.35%

2
6.25%
66.67%
8.70%

9
28.13%
69.23%
39.13%

11
34.38%
73.33%
47.83%

23
71.88%

0
0.00%

1
3.13%

3
9.38%

13
40.63%

15
46.88%
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TABLE 61
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #41
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

2
6.45%
66.67%
22.22%

2
6.45%
33.33%
22.22%

5
16 .13%
35.71%
55.56%

0
0.00%
0.00%
0.00%

9
29.03%

1

0
0.00%
0.00%
0.00%

1
3.23%
33.33%
4.55%

4
12.90%
66.67%
18.18%

9
29.03%
64.29%
40.91%

8
25.81%
100.00%
36.36%

22
70.97%

0
0.00%

3
9.38%

6
18.75%

14
43.75%

8
25.00%

31
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TABLE 62
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #42
OF THE QUESTIONNAIRE

Emphasxs Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

2
6.45%
66.67%
22.22%

3
9.68%
37.50%
33.33%

3
9.68%
33.33%
33.33%

1
3.23%
9.09%
11.11%

9
29.03%

1

0
0.00%
0.00%
0.00%

1
3.23%
33.33%
4.55%

5
16.13%
62.50%
22.73%

6
19.35%
66.67%
27.27%

10
32.26%
90.91%
45.45%

22
70.97%

0
0.00%

3
9.38%

8
25.00%

9
28.13%

11
34.38%

31
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TABLE 63
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #43
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

To tal

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

3
9.38 %
50.00%
33.33%

2
6.25%
28.75%
22.22%

4
12.50%
21.05%
44.44%

9
28.13%

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

3
9.38%
50.00%
13.04%

5
15.63%
71.43%
21.74%

15
46.88%
78.95%
65.22%

23
71.88%

0
0.00%

0
0.00%

6
18.75%

7
21.88%

19
59.38%

32
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TABLE 64
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #44
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

1
3.13%
25.00%
11.11%

2
6.25%
66.67%
22.22%

2
6.25%
18.18%
22.22%

4
12.50%
28.57%
44.44%

9
28.13%

0

0
0.00%
0.00%
0.00%

3
9.38%
75.00%
13.04%

1
3.13%
33.33%
4.35%

9
28.13%
81.82%
39.13%

10
31.25%
71.43%
43.48%

23
71.88%

0
0.00%

4
12.50%

3
9.38%

11
34.38%

14
43.75%
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TABLE 65
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #45
OF THE QUESTIONNAIRE
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TABLE 66
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #46
OF THE QUESTIONNAIRE
Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

1
3.13%
100.00%
11.11%

1
3.13%
100.00%
11.11%

1
3.13%
25.00%
11.11%

4
12.50%
33.33%
44.44%

2
6.25%
14.29%
22.22%

9
28.13%

0

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

3
9.38%
75.00%
13.04%

8
25.00%
66.67%
34.78%

12
37.50%
85.71%
52.17%

23
71.88%

1
3.13%

1
3.13%

4
12.50%

12
37.50%

14
43.75%

32

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

2
6.25%
28.57%
22.22%

4
12.50%
40.00%
44.44%

3
9.38%
30.00%
33.33%

0
0.00%
0.00%
0.00%

9
28.13%

0

0
0.00%
0.00%
0.00%

5
15.63%
71.43%
21.74%

6
18.75%
60.00%
26.09%

7
21.88%
70.00%
30.43%

5
15.63%
100.00%
21.74%

23
71.88%

0
0.00%

7
21.88%

10
31.25%

10
31.25%

5
15.63%

32
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TABLE 67
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #47
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

3
9.38%
60.00%
33.33%

3
9.38%
42.86%
33.33%

1
3.13%
14.29%
11.11%

2
6.25%
16.67%
22.22%

9
28.13%

0

1
3.13%
100.00%
4.35%

2
6.25%
40.00%
8.70%

4
12.50%
57.14%
17.39%

6
18.75%
85.71%
26.09%

10
31.25%
83.33%
43.48%

23
71.88%

1
3.13%

5
15.63%

7
21.88%

7
21.88%

12
37.50%

32
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TABLE 68
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #48
OF THE QUESTIONNAIRE

Emphasis Scale

Missing
Frequency of
Business Education Respondents
Percent of Total Group
Percent of Column
Percent of Row
Frequency of
Home Economics Respondents
Percent of Total Group
Percent of Column
Percent of Row

Total
Percent of Total

Zero
1

2

3

4

Absolute
5

Total

0

0
0.00%
0.00%
0.00%

6
19.35%
60.00%
66.67%

3
9.68%
42.86%
33.33%

0
0.00%
0.00%
0.00%

0
0.00%
0.00%
0.00%

9
29.03%

1

1
3.23%
100.00%
4.55%

4
12.90%
40.00%
18.18%

4
12.90%
57.14%
18.18%

8
25.81%
100.00%
36.36%

5
16.13%
100.00%
22.73%

22
70.97%

1
3.13%

10
31.25%

7
21.88%

8
25.00%

5
15.63%

31
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TABLE 69
FREQUENCY AND THREE-WAY PERCENTAGE CLASSIFICATION
OF BUSINESS EDUCATION AND HOME ECONOMICS
RESPONSES TO CONTENT STATEMENT #49
OF THE QUESTIONNAIRE

APPENDIX J

Classification of Conten

Statements
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Number of Content Statement
9, 10, 11, 13, 20, 23, 33, 37, 47
8, 16, 28, 32, 38, 42, 45
12, 18, 24, 31, 35, 41, 46
2, 3, 15, 27, 30, 39, 43
1, 7, 17, 19, 21, 22, 29, 34, 40
4, 5, 6, 14, 25, 26, 36, 44, 48, 49

Number of Category
I
II
III
IV
V
VI

Name of Category
Influence of Industry
Advertising and Promotion
Instructional Procedures
Assistance to the Consumer
Legislation
Consumer Protection
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TABLE 70
CLASSIFICATION OF CONTENT STATEMENTS
BY NUMBER AND NAME OF CATEGORY

